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THE SOUTHERN RAILWAY. 

HOW THE GREATEST ROAD IN THE 
SOUTH IS BROUGHT TO THE ATTEN- 
TION OF THE PUBLIC. 


The railroad that covers the great- 
est territory and does the most ad- 
vertising in the South is the Southern 
Railway. The general offices are in 
Washington, D. C. While there I 
went to the office of Mr. W. A. Turk, 
general passenger agent, to learn where 
I could talk with the Southern Rail- 
way’s advertising man. I was told 
that there was no advertising mana- 
ger. Mr. Turk keeps an eye on the 
advertising in a general way, but it is 
really in charge of his assistant general 
passenger agents. I was told to see 
either Mr. S. H. Hardwick, Atlanta, Ga.; 
Mr. C. A. Benscoter, Chattanooga, 
Tenn.; Mr. Wm. H. Tayloe, Louis- 
ville, Ky., or Mr. Alex. S. Thweatt, at 
271 Broadway, New Vork, as each had 
charge of the Southern Railway adver- 
tising it a large territory surrounding 
his headquarters. 

I picked out Mr. Thweatt because 
he was most convenient. I asked him 
what he did for the Southern. 

“ Tam its Eastern Passenger Agent.” 

“Do you have anything to do with 
its advertising ?” 

“T conduct what the Southern Rail- 
way does here in the East, under the 
general direction of Mr. W. A. Turk, 
of Washington, D. C., our general 
passenger agent.” 

“Please tell me something about 
your system of railroads and how you 
advertise.” 

“The Southern Railway is 5,591.86 
miles long. It begins at Washington, 
D. C., and goes as far South as Bruns- 
wick, Ga., and Meridian, Miss.; and 
as far West as Memphis, Tenn., and 
Louisville, Ky. It is operated under 
fourteen divisions—longest is 655 miles 
—shortest is 147 miles. It has more 
than 2,000 stations of its own, and 
connects with 183 other lines. It has 
the most perfect through car service 
and the only dining car service in the 
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South. It passes through ‘ The Land 
of the Sky,’ the world’s greatest health 
resort. It also is 

“ Pardon me, Mr. Thweatt, but it is 
your advertising I came to ask you 
about.” 

“Well, our methods differ from 
those of many railroads. One of our 
successful advertising ventures is a 
lecture, entirely original with us. It is 
called, ‘In Nature’s Paradise; From 
Washington Through the Land of the 
Sky to the South.’ It is delivered by 
Dr. A. G. Rogers, favorably known on 
the lecture stage. He works under 
the auspices of the Southern Railway. 
We began in Brooklyn by renting one 
of the largest theaters. We always 
work in connection with some local 
order, and generally for some charita- 
ble purpose. In Brooklyn the Chris- 
tian Endeavor Society helped us sell 
tickets, and they were given the entire 
receipts. In each city we rent the 
theater and furnish the lecture com- 
plete, and give all the money taken in 
to the order working with us. Our 
liberality makes many walking adver- 
tisements for us in every city.” 

“ Do not some orders object because 
there is an advertising string to your 
proposition ?” 

“Our lecture has already been de- 
livered in sixty-seven cities, and we have 
had no trouble except in Brooklyn, 
and then as soon as the Christian En- 
deavor Society learned that the South- 
ern Railway was not mentioned in the 
lecture everything was all right. Dr. 
Rodgers shows 160 stereopticon pict- 
ures of scenes taken along our lines. 
They make his lecture full of variety, 
interest and instruction. As each pict- 
ure is flashed up Dr. Rodgers tells 
about the country it represents. As 
many as 1,500 people have heard our 
lecture in a single night, and the aa- 
mission charged is often $1. News- 
papers give columns of space to the 
attraction, and it brings out the best 
people in each city. We feel certain 
the lecture has created a desire in 
many hearts to see the scenery along 
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our lines. ‘We are convinced this is a 
profitable way to advertise, and we 
will continue it.” 

“How are 
tised ?” 

“Our local agents in the cities assist 
the society that takes charge of selling 
tickets. They work all of the notices 
they can in the local papers, and we 
send a good supply of posters an 
handbills, which are judiciously dis- 
tributed. The lecture is booked by us 
months ahead, just like any theatrical 
attraction.” 

“ Have you any other original adver- 
tising plan either in operation or under 
consideration ?” 

“The Southern Railway is always 
working and planning ahead. We now 
have nearly ready for exhibition an en- 
tire art gallery of the largest and hand- 
somest views of Southern scenery ever 
photographed. They are being richly 
framed and mounted on easels, and 
our plan is to move this collection, 
from city to city, placing it in some 
popular art gallery, library or hotel, 
and inviting the public to view it. A 
description of each view will be given 
in its frame. We will have a compet- 
ent representative in charge who will 
talk with visitors and distribute our 
latest printed matter.” 

“Who writes and. illustrates your 
booklets and posters ?” 

“ Nearly all of our high-class book- 
let and folder work is done by Mr. 
Frank Presbrey, of 12 and 16 John 
street, New York, who also places our 
magazine advertising. He has looked 
after this work for several years, and 
has thoroughly acquainted himself 
with our territory so as to be able to 
write concerning it, from a personal 
knowledge of its beauties as well as 
commercial and industrial ad- 
vantages.” 

“For what do you spend your ad- 
vertising appropriation ?” 

“ Newspaper and magazine space, 
folders, booklets, handbills, posters, 
hangers, lectures, art exhibits, etc. Our 
folders, booklets, etc., for general dis- 
tribution are printed in lots of a half 
million each, and. are systematically 
sent out to our agents. We have a 
system for checking to see that our ad- 
vertising is put out to the best ad- 
vantage. Each local agent is held re- 
sponsible for the distribution of all ad- 
vertising sent to him. He must also 


the lectures adver- 


its 


see that the local newspapers give us 
all the space we are entitled to. 


Our 
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general matter is printed here in New 
York. That for local excursions, etc., 
is printed by the assistant general 
passenger agent having charge of the 
territory. 

“Early each spring we issue ‘ Sum- 
mer Homes,’ a pamphlet telling of a 
thousand picturesque resorts on the 
line of the Southern Railway. We 
now have ready our next season’s book 
for tourists. It is called ‘ Winter 
Homes in the South,’ and it will be a 
handsome as well as useful book. It 
will contain hundreds of fresh half-tone 
pictures and a complete list of every 
hotel and boarding-houge in the South- 
ern States, with full information. 
These facts were culled from reports 
our agents are required to send in, and 
they show that from $10 per month at 
Berry’s Station, Ala., board can be had 
all the way up to $100 per month at 
Asheville, N. C. 

“Here is a copy of book, ‘ Shoot- 
ing and Fishing in the South,’ written 
and illustrated by Mr. Frank Presbrey, 
an authority on the subject. It has 
proven a traffic puller. It tells hunters 
just where to go for panther, deer, 
bear, grouse, snipe, quail and wood- 
cock shooting; and fishermen where 
to go for tarpon, blue fish, red snapper, 
drum, sea trout, bass, bream and 
trout. It gives the game laws of all 
the States touched by the Southern 
Railway, and much other matter of 
value to sportsmen. 

“ We supplement this book frequent- 
ly during the season,” Mr. Thweatt 
said, “ with official reports on sports in 
the various sections. We insist upon 
our 2gents sending us truthful reports 
of just how sport is in their region. 

“We endeavor to make our time 
tables good advertising. In them we 
try to answer every question that could 
possibly be asked about our service. 
We tell all about the time and place 
of every connection ; which trains carry 
sleepers, and the sleeping car rates be- 
tween all points; we give distances 
between every point on our lines; we 
show the altitude of the towns and 
cities we reach—the highest is Bal- 
sam, N. C., 3,348 feet above sea level— 
lowest is Washington, only 10 feet 
above sea level; we give much special 
information about mileage tickets, ex- 
cess baggage tickets, adjustment of 
fares, redemption of tickets, baggage 
regulations, baby carriages, chairs, bi- 
cycles, dogs, corpses, handling of for- 
eign cars, etc.” 
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“So much for folders, etc. now, 
Mr. Thweatt, how about newspapers ?” 

“Like PRINTERS’ INK, | say news- 
paper advertising is the very best ad- 
vertising thereis. The Southern Rail- 
way uses newspaper space liberally for 
its schedules and for announcing spe- 
cial excursions. In the South we use 
full pages in many dailies.’ We are 
also great believers in reading notices. 
PRINTERS’ INK asks in a recent issue 
for informatiot. whether anybody has 
made them pay. The Southern Rail- 
road has. We havea system of send- 
ing out an interesting reader every 
week to the hundreds of newspapers 
we use. They vary in length from three 
inches to a column. We check the 
papers to see that the notices appear 
properly. We also order press clip- 
pings, which gives us a double check. 
Our copy goes out in proof slips, 
plainly marked when it is to be used. 
It is generally of as much local inter- 
est as any item in the papers.” 

“What returns do you get from 
your readers ?” 

“Thousands of responses come into 
our various offices from people who 
wish the booklet or folder we adver- 
tise, or who want further facts about 
excursions, or change of schedules, 
etc. . We give every inquiry prompt 
attention, and if a person asks about a 
place not on our system, or for light on 
any subject, if we have not the infor- 
matioh desired we look it up and send 
an explicit reply.” 

“ Do you advertise for immigrants ?” 

“ We do a lot of such advertising in 
papers printed in foreign. languages, 
and we have folders in all languages. 
We have a big inquiry for farms in 
the South. The Southern Railway 
has a separate department for this 
business. It is in charge of Mr. M. V. 
Richards, our land and _ industrial 
agent in Washington, D. C.” 

“ How much money does the South- 
ern Railway spend a year for adver- 
tising ?” 

“Hard to say. Our advertising is 
done from four different offices. Here 
in the East we spend thousands of 
dollars. So do the other offices.” 

Sam E. WHITMIRE. 

Tue last stroke fells the tree. All the 
others have aided, but without the last there 
would have been no result. Nine advertise- 
ments may all but fell the tree of public 
skepticism, while the tenth will complete the 

work. If the advertiser becomes discouraged 
just before the tenth, the nine will count for 
nothing. 


‘from Santiago a few ~_ 


ABOUT FLAG ADVERTISING. 

“There is a good deal of needless excite- 
ment,” said a well-known military man back 
ago, ‘‘ about the in- 
dignity that is heaped upon the Stars and 
Stripes by persons we desire to use it for ad- 
vertising purposes. Of course, if a man is of 
a supersensitive character, he doesn’t wish to 
see the banner of the free "anywhere excepting 
on public and private buildings and other cus- 
tomary places. But to the mind of normally 
placid human beings there isn’t anything su- 
premely shocking in the employment of the 

national colors as a wrapper for a cake of soap 
or anything else that is clean and not calculated 
to bring a blush to the cheek of innocence. In 
fact, there are many observers of what goes on 
in life who encourage the belief that the greater 
the number and variety of American flags the 
better, whether they be used for advertising 
purposes or purely as emblems of patriotism. 
You have possibly, noticed that most of the 
people who are in pain over what they term the 
desecration of Old Glory are the ones who with 
persistent discretion remain at home when there 
is any fighting to be done. Up at the Larch- 
mont Yacht Club they have what they call the 
Porch Fleet. This consists of the gentlemen 
who never go sailing, but sit on the back stoop 
and criticise the manoeuvres of the yachtsmen. 
These persons who complain about the uses to 
which the flag is put remind me of the Porch 
Fleet at Larchmont.”—New York Telegraph. 
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AN ODD BUSINESS CARD. 

E. C. Roberts, a justice of Lapeer, Mich., 
calls himself a matrimonial magistrate, as his 
principal business is marrying. His card reads 
7. follows, says the Kansas City Journal: 

nf Roberts, the Original and Only Ex- 
ahs ly Matrimonial Magistrate. Offices at 
the Elevator or First National Bank Parlors, 
or Wherever Most Convenient ,to Swains. 
Marriages Solemnized Promptly, Accurately 
and Eloquently—Plain Ceremony—Legal Fee 
—Osculation Extra. Elopements a Specialty. 
Night Calls Answered Without Extra Charge. 
Consultations Free. A Fine Line of High 

Grade Bridesmaids and Groomsmen Constant ly 
on Hand to Assist in the Services. N. 

My Anti-Blush is Warranted Effective and Will 
Not Injure the Most Delicate Complexion.’’ 





“o 
ILLUSTRATED ADVERTISEMENT. 
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“Young man with considerable snap about 
him, occupying a high position, which he has 
attained through his energy and perseverance, 
would like to make a change.” 











A motherly young woman living in Rockville, Conn., has found 
life a pretty desperate problem. “I didn’t think life worth living,” 
she says, “until the last three years; but now, thank God, everye 
thing isdifferent. I am 35 years old, the mother of six children,and 
I feel better and stronger to-day than I did ten years ago, all owing 
to Ripans Tabules. About three years ago I sent 'for a dollar 
bottle and have been using them both for myself and my family. 
They have cured me both of dyspepsia and headache, from which 
I was a sufferer for seven years." I tried everything under the sun, 
but nothing gave me relief until I got’ the Tabules, which gave 
me relief from the very first. IT have recommended the Tabules 
to all my friends and neighbors. They are a blessing in any home.” 


WANTED —A case of bad health that R'I'P*A‘N'8 will not benefit. Send 5 cents to Rij Chemical Co., 
No. 10 Street, New York, for 10 samples and 1,000 testimonials. R°I-P*A‘N’S, 10 for 5 cents, or 12 eg 
4 cents, may be had of all d who are willing to sell o standard medicine at a erate profit. 
Danish pain and prolong tife One gives relief. Note the word K'I'P’A'N’S on the packet. Accept no substitute. 








ONE of PRINTERS’ INk’s friends clipped the advertisement of the Ripans 
Tabules reproduced above from the Chaperone Magazine of St. Louis, and 
bringing it to the editor of the Little Schoolmaster said: “I think this is a 
beautiful picture, that ought to be reproduced in your paper. Why, those little 
tots are so sweet and attractive that I have actually begun to consider whether 
the possession of such an interesting group isn’t of greater value than all the 
boasted joys of bachelorhood. It’s an excellent picture, too, to put into a 
magazine like the Chaferone, which is read exclusively by women ; the eyes of 
every one of them will be attracted to it, and they will read the advertisement 
to learn more, just as I did myself.” 











PRICE. hair brush, or for a glass of soda which is no 

Price is the greatest factor in modern busi- better than your competitor sells, you make a 
ness of every kind ; just as soon as you act on mistake, which, — you may not realize it 
the supposition that people will pay you ten for a year or two, will eventually come home 


cents more for filling a prescription, or for a to you with redoubled force,—/aeas, 
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FuQeODoudhOdwetsina 


10 SPRUCE ST., NEW YORK. 


Our province is 

to select only those 
mediums likely to 
bring the greatest 
possible returns 

to the advertiser 
and to keep him 
out of those 
mediums that would 
not pay him. 


“Saves from evil * * 


secures good.” 
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MAIL ORDER PUBLICATIONS. 


The Mail Order Journal, a journal 
for mail order advertisers, published in 
New York, prints, in its issue for Sep- 
tember, the following list of what it 
considers the leading “Mail Order 
Publications,” together with the date 
of closing forms for the reception of 
advertisements. 

Agricultural Epitomist, Indianapolis, Ind. 15th 


Argosy, New York, N. Y....... 5 weeks prior 
Agents’ Guide, New York, N. Y......... 2ot 
American Home Magazine, New York, 

Bis. © cwcenetedooscecseesecccersececeses 2ot 
American Woman, Augusta, Me.......... 2oth 
American Queen, New Yo =} sae 1st 
American Fireside, New York, Wis Wess 2oth 
Boyce’s Monthly, Chicago, icangews 

= te New York, N.Y.. 

Cheerful Moments, New York, : 
PIR, BOW vecvccccecscteeses ' 
Climax, Chicago, IIll......... 5 
Cosmopolitan, New Y: ~ N. Y..35 days — 
Century, DS SS & Sear st 





Conkey’s Home Journal, Chicago, Ill.. ie 
Columbian, Boston, Mass............+05+ 1 
City and Country, ely _ ere 
Tinenter, OS 8 4 ea 

Senter Magazine, New York, N. Y.. 
Donohue’s Magazine, Boston, Mass...... 12th 
Every Month, New York, N. 5: mR 15th 
Everywhere, Brooklyn, = ease 2oth 
Farm and Home » Springfield, eee 

m.,5th and 2oth 
Farm and Fireside, Springfield | 

, 15 days prior 
Farm Journal, Philadel hia, . eueeneeed 15th 
Farm News, Springfield, O ..........+++- 
Family Friend, Winona, Minn 
Fashions, New York, ? 





Facts and Fiction, Chicago, _ Se 
Farm and Trade, Chattanooga, Tenn..... 30th 


Frank Leslie’s Magazine, New York, N.Y. 22d 


Gentlewoman, New York, N. Y.......... 1oth 
Godey’s, New York, N. RRR TERS 1st 
Good Literature, New York, N. Y........ roth 
Good Reading, Cleveland, O ............ 2oth 
Good Housekeeping. Springfield, Mass...10th 
Home Talk, New York, N. Y...........: 15th 
Household, Boston, Mass............++++ 2oth 
Household Companion, Boston, Mass ....20th 


Home, Boston, Mass 
Home 'Life, Caro, Mich 





Home Circle, Bloomington, ae 25th 
Household Realm, Ke oe 25th 
en eo | eee 30th 
Home Favorite, Piiledelphia, va pinstoodn 2oth 
Home Visitor, Philadelphia, Fe << 20th 
Home Monthly, PRUNE, TR cccvcescccs 2oth 
Housekeeper, Minneapolis, — poses. oe 


$.m., rst and 18th 
Household Journal, Philadelphia, Pa....15th 
How to Grow Flowers, Springfield, isass 
Y 





Hearthstone, New York, $0000 2oth 
Housewife, New York, i. eee 1st 
Harper’s, New York, ME ica eee 28th 
Home Companion, New POUR, Br. Vceveee 2oth 
Home Folks, Chicago, BR ricaesvo¥so05s0s 
Household Guest. Chicago, Tll........... 
Hours At Home, New York, N.Y........ 


Home Magazine, Washington, D.C 
Home Queen, Phi ane, ck Sa 
Home Magazine, New ~ 
Home Guard, Providence, R : ead eit ca 
Tilustrated Companion, New York, N.Y.. 
Ladies’ Home Journal, Philadelphia, Pa. 


Ladies’ World, New York, N. Y..... .... 
Lane’s List, Augusta, Me : 
Leisure Hours, Philadelphia, Pa......... 2oth 





six weeks prior ‘ 
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Ladies’ Journal, Toronto, Can........ vigeioll 
McCall’s Bazaar, New York, N. Y....... 2oth 
McClure’s Magazine, New York, N. Y...25th 
Munsey’s, New York, N.Y..... 5 weeks prior 
Merrymaker, New York, N.Y............ 2oth 
Modern Priscilla, Boston, Mass........... 1st 
RS eae rsth 
Metropolitan, New ce ge Se ist 


Metropolitan and Rural Awad New York, 
Modern Stories, New York, N. V1.2... 
Mayflower, New York, N. y 1st 
National Iilustrated Magazine, Washing- 
ton, 





New England Magazine, Boston, Mass .. 
Northwestern Magazine, St. Paul, Minn..15th 
New Ideas, Phadnis, PAocce cocccces 2oth 
Old Homestead, Cleveland, O....... -2oth 
Progressive Agent, Philadelphia, Pa 
Park’s Floral Magazine, Libonia, Pa..... 15th 
People’s Home Journal, New York, N.Y.10th 
Puritan, New York, N. Y....... 5 weeks prior 
Questions, Waterville, RES 25th 
Round the Fireside, New York, N. Y....25th 
Success With Thc Garden, Reed City, 


-5th 









BEIM vs 0'<:0:0:01000:06008 soccveccccsccece 15th 
Success With Flowers, West Grove, Pa...15th 
Sawyer’s Trio, Waterville, eee 1st 
Southern Homestead, Atlanta, ERE 25th 
Standard Designer,, New York, We Vicveoes Ist 
Star, Oak Park, ~ eiRosi Aa 15th 
Scribner’s Magazine, New York, N. 1st 
Success, New York, cbseweee-4esee 15th 
Table Talk, New York, N , ae 1oth 
Trained Motherhood, New York, N. Y...1oth 
Toilettes, New York, N.Y...... 45 days prior 
Vickery Hill List, Augusta, Me.....+ occcESt 
“= Illustrated Magazine, Rochester, 

Coereeecerccevccs cocceseeseeecocs tot 
Welcome Friend, New York, N. Y....... 2oth 
Woman’s Home Companion, Springfield, oO. = 
Woman’s Idea, Philadelphia, Pa.. ...... 2oth 
World, Chicago, Tivciwesves ¢neeesens os 2oth 
Woman’s Home Journal, Concord Junc- 

tion, Mass...0.0.... secceccvcccceccees 2oth 
Wayside Gleanings, Clintonville, Conn...2o0th 
Woman’s Work, Athens, Ga...... ...... 25th 


5 
Woman’s Home Monthly, St. Louis, Mo.25th 


Woman’s Farm Journal, St. Louis, Mo...25th 
Welcome Guest, Portland, Me..........- 2sth 
$+ —_—_—_—_— 


Every man who advertises should read 
other advertisements. He should train himself 
in this line. He should be familiar with the 
tone of every advertiser in the town where he 
lives, and-with as many outsiders as he has 
time and chance to study. The most success- 


ful men in any line of work are those who 
know best their own special ropes. 
er 





FOR A BUTCHER’S AD. 


PRINTERS’ INK. 9 


A Far West View. \ ° 


SAN FRANCISCO CHRONICLE. 








It may be high praise, but in my opinion THE NEW YORK 
TIMES Saturday Review of Books and Art is better suited to 
meet the wants of the general reader than any of the special 
literary papers. For the merely nominal price of $1 a year it 
gives a large amount of the freshest literary news and comment. 
In twenty-four pages it furnishes a London letter by W. L. Alden, 
the well-known humorist, who discusses English literary news 
with much pungent wit; a special article by a well-known writer 
on a famous old book worth re-reading ; reminiscences of writers 
and artists, and a mass of reviews of new books and discussions 
of literary topics that are extremely entertaining. 

Several pages are often devoted to short letters on some topic 
of general interest, and from these one may get an excellent idea 
of the public estimate of popular writers and artists. This is a 
newspaper method which would probably be held in contempt by 
the regular magazine editor, but any device is allowable which 
stimplates interest in good books, and it is this stimulus which 
THE TIMES Saturday Review furnishes. The busy man or 
woman has not much time to spend in reading elaborate reviews, 
but if a guide to the whole field of literature is needed, none can 
be found better than this unpretentious Saturday Review. 


SpeciAL Orrer To Printers [nk 
READERS: 


The New York Times Satur- 
day Review of Books and 
Art until Fanuary Ist, 
1900, for one dollar. 
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The Modern 


Bicycle 


A COMPLETE 
REFERENCE BOOK 
FOR RIDER, 
DEALER AND MAKER. 


160 Fages. 
150 Illustrations. 


A History of the Bicycle 
from 1816 to 1899, show- 
ing the Improvements 
Made, Discarded and Re- 
tained up to the present 
time. 


** Never before has any newspaper gone 
so extensively and thoroughly into the 
design and construction of the bicycle as 
The Commercial Advertiser has done in 
the 160 pages which go to constitute this 
compact volume. The practical value of 
the volume can not be questioned. The 
book is one, as its publishers justly claim, 
which should be read and preserved by 
every rider, dealer and maker of a bi- 
cycle.”"—THE WHEEL, N. Y. 


“The Modern Bicycle” will be sent, 


post paid, on receipt of 25 cents. 








There is a wealth of infor- 
mation which it will be a 
pleasure to have in so con- 
venient a form. 

C. W. DICKERSON, 
Prest. Sterling Cycle Works. 


We desire to congratulate 
you upon having produced a 
very instructive and useful 
book to any one interested in 
cycling or the history of this 
great incustry. 

W. G. C. Humes, 
Adv. Mgr. Pope Mfg. Co. 


We find it a very compre- 
hensive little book relative 
to the cycle industry. 

T. M. RICHARDSON, 
Asst. Mgr. 
Monarch Cycle Mfg. Co. 

Tt contains interesting mat- 
ter which we shall be pleased 
to examine carefully. 

C. E. Lozirr, 
H. K. Lozier & Co. 


We congratulate you on 
the good work you have so 
successfully accomplished. 

McKerE & HARRINGTON, 





The Commercial Advertiser 


PUBLISHERS 


29 Park Row, New York 
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WHY I USE THE AMERICAN 
NEWSPAPER DIRECTORY. 


I have for many years welcomed the 
American Newspaper Directory as a 
reliable reference book. Each edition 
has brought to me some new light in 
the line of newspaper information 
which has assisted me in my dealings 
with newspapers. 

I particularly value Rowell’s Amer- 
ican Newspaper Directory for the rea- 
son that it gives, besides the usual de- 
scriptive information about a newspa- 
per, a record of its circulation ratings 
for several years past, and thus en- 
ables me to judge the present and the 
future of a paper by taking note of 
what its past has been. 

When an advertising solicitor ap- 
proaches me for an advertising con- 
tract for a paper which he asserts 
would be profitable for me to use, I 
reach for the American Newspaper Di- 
rectory and examine the circulation 
quotation accorded to the paper in 
question. The representative of the 
paper is always pleased with this first 
step if his paper is one that has fur- 
nished the American Newspaper Di- 
rectory with an annual detailed state- 
ment of circulation. If I find that the 
paper has a clear record in the Direct- 
ory, as far as its circulation is con- 
cerned, I am then willing to learn more 
about, it, and should I be convinced 
that it is the kind of a paper I ought 
to use, the solicitor gets my order. 

On the other hand, should my ap- 
plicant be the representative of a pa- 
per whose publisher has not furnished 
the Directory with figures for an act- 
ual rating in Arabic figures, my at- 
tempt to ascertain its quotation in the 
book is sure to be commented upon, 
with objections and explanations which 
my experience has taught me are as a 
rule better calculated to mystify than 
to instruct me. 

Here is about the substance of a 
conversation I recently had with a 
representative of this class: 

“ According to the American News- 
paper Directory your paper has not for 
many years had so much as one-half 
the circulation you claim, and for the 
past year nothing appears to have 
been made known by the publisher 
concerning its actual issues. Here is 
the quotation of your paper: ‘ Circu- 
lation accorded H from 1891 to 1895. 
In 1896, H. In 1897, Y.’ By refer- 
ring to the key in front of the book I 


If 
see that H means exceeding 2,250. The 
rating for 1897 is Y, which means that 
no information concerning circulation 
was furnished by your office to the 
publishers of the Directory.” 

“In fact, our office never furnished 
Rowell with any such figures. °We 
have never been able to obtain a cor- 
rect rating in that directory, because 
they always want us to advertise in 
the book and we would not do it. 
That is the reason why. We have the 
largest circulation in our town.” 

“But I don’t quite see that. Here 
is another paper in your town that is 
rated exactly according to the publish 
er’s own statement year after year. 
Here is its quotation: ‘Circulation 
accorded in 1895—daily 4,566, Sunday 
7,834, weekly 4,705. Actual average 
during 1896, daily 5,017, Sunday 7,788, 
weekly 4,521. Actual average during 
a year ending with November, 1897— 
daily 4,754, Sunday 7,411, weekly 
4,302.’ The Directory states on its 
first page that every publication from 
which a signed and dated yearly 
circulation report was received, show- 
ing the average issue to have been at 
least 1,000 copies, has a circulation 
rating in Arabic figures. By this I 
judge your neighbor has supplied the 
Directory with correct information and 
obtained an accurate rating. The Di- 
rectory does not lay other conditions for 
obtaining a rating in Arabic figures.” 

“The rating accorded to the other 
paper is about as unreliable as the one 
accorded to ours. They do not print 
one-half as many copies as we do.” 

“Well, then, somebody is lying. I 
pay the publishers of the American 
Newspaper Directory a certain sum 
every year in order to obtain reliable 
information concerning newspapers 
and get the benefit of their experience 
and researches in that line. If I am 
being imposed upon by Geo. P. 
Rowell & Co. I would like to know 
it. If you will bring me a circulation 
statement such as the other paper in 
your town furnished Geo. P. Rowell 
& Co., and a letter from your publisher 
stating how and when the American 
Newspaper Directory disregarded his 
truthful statement, you will have both 
my business and gratitude, and I shall 
know that the American Newspaper 
Directory is not to be relied upon.” 

My visitor agreed to do this, but 
never came back with the documents 
asked for. 

I have also found the American 
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Newspaper Directory quite helpful in 
making selections in a town or city 
where several daily and weekly papers 
are published. A new edition (Sep- 
tember, 1898) lies before me at this 
time. 
y looking over the Indianapolis 

dailies I find this: 

Journai—Circulation, largest ever 
accorded was in 1892—daily 13,841, 
Sunday 10,578, weekly 15,540. Actual 
average during 1896—daily 13,526, 
Sunday 12,234, weekly 5,963. Actual 
average during the first six months of 
1897—daily 12,317, Sunday 12,060, 
weekly 5,358. 


News—Circulation, accorded 32,215 
in 1895. Actual average during 1896, 
36,685. Actual average during 1897, 
35,928. 


Sentinel—Circulation, largest ever 
accorded was in 1894—daily 20,000, 
Sunday 22,000, weekly 31,000. In 1896 
—daily F, Sunday F, weekly D. In 
1897—Y. 

Sun—Circulation rating has varied 
from F in 1891 to J in 1895. Actual 
average for 1896, 12,202. In 1897, Y. 

The Journal and the Sentinel are 
published in the morning and the Vews 
and Sz in the evening. 

I want to select one morning and 
one evening paper in Indianapolis 
that will reach the most number of 
people in that city, and I also want 
some knowledge about them that will 
convince me of their respective merits 
as mediums for my advertising. 

By comparison [ find that the Mews 
is entitled to the first place on my list 
for three reasons: Ist. Its circulation 
has always been told by the publisher 
accurately, as far as the Directory rec- 
ord will go—namely, from 1895 to 
1897, inclusive. 2nd. It is accordeda 
larger circulation than any other daily 
in Indianapolis. 3d. The Directory in- 
formation is supplemented by a short 
article over the publisher’s signature 
that supplies me with such other in- 
formation about the paper as I would 
like to have. 

The Journal is the next paper to 
draw my attention, because it is the 
only morning paper whose circulation 
has accurately been made known for 
several years successively and because 
it has the largest morning circulation 
in the city. 

The Sentinel and the Sux do not 
appeal to me as desirable mediums for 
my advertising. 

In the case of the Sentinel I notice 
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that the publishers have not made 
known its circulation since 1894. In 
1896 the editor of the Directory puts 
the circulation of the daily and Sun- 
day Sentinel at F (between 7,500 and 
12,500), which shows a noticeable de- 
crease from the publishers’ claim for 
1894, daily, 20,000, Sunday, 22,000. If 
the Directory estimate for 1896 were 
an error, it was the privilege of the 
Sentinel to supply the editor of the 
Directory with the requisite informa- 
tion and obtain an accurate rating 
for 1897, according to the declaration 
of the editor of the Directory in the 
front part of the book. But they do 
not take advantage of this offer. 
They “withhold information,” and 
apparently prefer the F rating for 
1896 and the Y rating for 1897 to the 
actual figures they might report in 
order to secure a rating in plain fig- 
ures. This, I take it, is probably for 
reasons more satisfactory to them- 
selves than would be to the person 
making use of the directory. 

The case of the Sz is quite similar 
to that of the Sextinel. From 1891 to 
1895 they have been absolutely silent 
about circulation.. The only circula- 
tion report from the publishers covered 
the year 1896, showing the average 
for that year to have been 12,202. It 
seems to me that had the circulation 
of the paper in 1897 been at least as 
high as that in 1896 they would not be 
content with Y for a rating for that 
year. Hence it probably is safe to sup- 
pose that the withholding of recent 
information about circulation is a sign 
of a decrease rather than an increase. 

In a good many other cases I have 
found that the chain of yearly ratings 
in the American Newspaper Directory 
furnish material for study, and they 
come to be helpful at a time when an 
advertiser has to make judicious selec- 
tions among a multitude of newspa- 
pers in order to invest his appropria- 
tion where it will do most good. 

In my experience with newspapers 
and the American Newspaper Direct- 
ory I have found that reliance on Di- 
rectory ratings has always put me on 
the safe side and has been the means 
of saving many dollars. A.A 

Es 
‘“ WHEN times are dull and people are not 
advertising,” says John Wanamaker, “is the 
very time that advertising should be the 
heaviest.’’ Ninety-nine out of every hundred 
merchants advertise most when there is least 
need of it, instead of looking upon advertis- 


ing as the panacea for their business ills.— 
New England Editor. 
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How to get the full value of aes may! b; 
make merchandising more profitable by a judi 


By Chas. 


STORE MANAGEMENT. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their views 
upon any subject discussed in this department. 


SOOO HHOOe COOee 


rightly conducting the business, and how to 
cious system of advertising. 


F. Fones. 


Address Chas. F, Jones, care PRINTERS’ INK. 
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I am in receipt of another large lot 
of advertisements from Mr. H. W. 
Speer, advertising manager for Messrs. 
Bentley, Bass & Co., Temple, Tex. Mr. 
Speer is .still doing good work for his 
concern. I will reproduce here the re- 
duced copies of two or three of the 
headings to his recent double-column 
advertisements : 


DOLLAR OXFORDS 


That wear and look well and stylish are here. 
Improved machinery, quantity purchases for 
cash down, with cash cline, makes it possible. 

JUST A DOLLAR for H. B. Shoe Co.’s 
brand, heel, or spring heel, any size. 

THE BETTER ONES on up to “ BOL- 
TON’S ” $2.50, $3 and $3.50 beauties are here 
tuo, 

In fact, we are nicely equipped for meeting 
nearly every reasonable shoe want. 


POOOS reeeseeseseooees 











Monday 
Towel Day 


4 big lots—1 ooo towels in all—prices cut like 
this : 


8%-7%-6\%-sc each........ MONDAY, 4e¢ 
15 and 12% cts each.... ... MONDAY, $e 
17% and 20 cts each,....... MONDAY, 12e 
2244 and 26 cts each........ MONDAY, 16e 


(-#" Monday only. This is our bid for your 
Towel Trade. Our profit will come from your 
better knowledge and larger buying of our 
bargains in Shoes, Hosiery and other Depart- 
ments. 


It’s easy 
to match these prices 


It’s hard 
to match these qualities 


Brisker business brings bigger, better buy- 
ing. Better buying, better bargains. The 
proof of allis here. Justa word: In round- 
ing up bargains we never forget ‘‘ Quality.” 
Prove us this week along these lines. 








** 

Hecht’s Stores, 519 South Broad- 
way, Baltimore, Md., recently got our 
a very nice folder on Hecht’s Royal 
Blue Serge. The folder was printed 
on blue paper made as _ nearly as pos- 
sible the color of the serge. On the 
inside of three pages were pasted 
sheets of white showing illustrations 
of the suits with a general description 


and prices. The store makes a very 
strong talk about the value of the suits 
and guarantees to give the money back 
if the same $10 suit can be purchased 
elsewhere for $15. The matter which 
may be interesting to some of the 
readers of PRINTERS’ INK, I will re- 
produce here. 

HECHT’S $10 “ROYAL BLUE” SERGE. 

We have brought out our “‘ Royal Blue ” 
Serge for those who want quality—want fast 
color—want a suit that they can put on at the 
beginning of the season and wear it every day 
—to the end. 

It would be an interesting story to tell were 
we disposed to tell it—how we contracted to 
take and took thousands of yards of this fine 
hard-twisted silk and wool serge--after testing 
its color with acid—and securing the exclusive 
sale of it in two cities. We had to havea serge 
we could guarantee unreservedly—as to color, 
and we’ve had them made up by our own tail- 
ors—finished more thoroughly than we or any- 
body have ever before tailored them. And the 
result is we can say—if you can find as good a 
suit—as perfect fitting a suit fora cent less than 
$15.00, bring ours back. The weave will with- 
Stand every trial of service. We put a guar- 
antee on that part which says ‘‘a new suit for 
any that doesn’t wear well.” 

“Royal Blue”’ serges are made in two styles— 
single and double-breasted. Thesingle-breasted 
es have hand padded long roll collars. 
The double-breasted coats are fuller and have 
large lapels. You may have the pants to suit 
you—narrow if you wish, or medium width if 
you’re conservative. Both styles are made 
with stylish full back, and both fit as all Hecht’s 
clothing fits. We will “ charge ’’ any purchase 
made, and let you make your own terms as to 
payment. 

Feel the sample of the serge attached. 
HECHT’S RELIABLE STORES, 

519-521 SouTH Broapway, 
OPEN LATE AT NIGHT. 
*_* 
* 

A recent issue of the Chicago Dry 
Goods Reporter had an editorial which 
strikes a keynote in the life of the 
business man. It is entitled “ Don’t 
Worry—Work.” Tf do not believe that 
work will ever hurt anybody, tut I 
know a good many nervous, irritable 
men whose business, health and for- 
tune have gone to ruin through worry. 
I know it is taking a good deal of 
valuable space in this department to 
reproduce this editorial, but neverthe- 
less I am going to reprint a good part 
of it. If business men, and _ particu- 
larly retail storekeepers, would do less 
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worrying and more;work, it would im- 
prove things gener&ally. 


When the Spanish fire on San Juan Hill be- 
came terrible and almost unbearable, some of 
the rough riders in that gallant charge began to 
swear. Colonel Wood, with the wisdom of a 
good leader, called out amid the whistle of the 
Mauser bullets: ‘‘ Don’t swear—fight!’”’ The 
advice is good for other places than the battle- 
field. Translated into the language of every- 
day business life, Colonel Wood’s order 
means: ‘‘ Don’t worry—work, ”” Don’t waste 
energy in swearing, but take the time to shoot 
straight. Don’t waste strength in worrying 
and fretting, but save it all for work—intelli- 
gent, thoughtful, unremitting work. That is 
the sensible policy that wins victories in trade 
as well as on the battlefields. 

Steady, dogged, concentrated work solves 
most of the problems of life. Fussy, fretful, 
timorous worrying only increases the difficulties 
ahead andobs one of the power to clear the 
real obstacles out of the path. The practical 
business man, familiar with all the details of 
his establishment, with a purpose directly ahead 
of him, and with a determination to reach that 
purpose, is the man who wastes no energy or 
time in worrying. He reserves all his strength 
to be coined into industry. He fritters away 
none of life’s precious heart beats in futile 
worry, but saves them all to be applied in pro- 
ductive work. 

Concentrated, well organized, carefully con- 
ducted work, nine times out of ten means suc- 
cess. Fussing and fuming and worrying over 
conditions, or competition, or this thing or that 
thing, merely consume so much vital force that 
should go into useful work. Every man pos- 
sesses a certain amount of vital energy or life 
to spend in activity of brain or hand or other- 
wise. He may waste it in worry, or he may 
use it in profitable work ; he may consume it in 
drinking and excesses, or he may invest it in 
building up a great commercial establishment ; 
the point is that whatever he uses in the one 
way he will not have for use in the other way. 

The coming year offers to American mer- 
chants probably the best opportunity for profit- 
able trade since the closing of the civil war. 
The chance to make money is here ; it is onlya 
question of knowing how. .The man who can 
see the opportunity znd make himself the mas- 

ter of the favorable conditions that now. sur- 
round all merchants is certain of large profits 
during this fall and the whole coming year. 
The time has arrived when the foundation can 
be laid for future fortunes and business suprem- 
acy. But now, as in the past, fortune reserves 
its favors for those who know how to make the 
fullest use of their strength and resources. 
Success awaits only those who are willing and 
able to work with undivided energy, tirelessly 
and incessantly. The man who lowers his 
vitality and loses sleep or his appetite from 
worrying over things that can not be helped 
can never be a winner in this day of intense 
competition. 

If your rival seems to be forging ahead of 
sr. don’t swear and worry, but save all your 

reath and strength to grapple with the prac- 
tical problem of how to give your customers 
more seasonable and attractive goods and bet- 
ter bargains. Keep your eyes fixed on the 
wants of your customers, for if you can supply 
these perfectly or more perfectly than any one 
else, P eus will no longer be anything to worry 
about. Frequent personal visits to your home 
jobbing market, supplemented with frequent 
orders for the newest weaves and patterns and 

ialties, will do a thousand times more good 
than all the brooding and grumbling you could 
crowd into a lifetime. Put the extra vitality 
into painstaking care to supply the slightest 
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wish of every customer, even when the order i 
smaller than the trouble it takes to fill it. Tha 
sort of effort builds up trade, while aimless 
worrying only kills trade and kills yourself. Be 
one of the successful merchants of the future 
by applying Col. Wood’s advice to yourself, 

“Don’t swear, but fight; don’t worry, but 
work.” 

* 
* 

Newsdealers very seldom advertise 
but once in awhile I come across a 
concern of this kind that has the en- 
ergy and good sense to announce their 
business in the newspapers. For the 
benefit of other dealers in this line I 
will print the letter below and two of 
the number of advertisements which 
accompanied it. ‘e 

THe West Env News AGENCY, 
John E. Gray, 320 Main St. 
Vest Everett, Mass. } 
Charles F. Jones, New York: 

Dear Sir—lI have been an interested reader 
of Printers’ INK for some time, particularly 
your department. I am in the news business, 
and as I do not very often see samples of ad- 
vertisements of that particular business in 
PRINTE Ink, I wish to impose on your 
good nature by’ sending you a few samples of 
my ads for your criticism. You will see by the 
size of ads what my space is. These ads are 
run two issues each of a weekly paper. I use 
two local papers, ads same size, and run differ- 
ent ads in each paper. Thanking you in ad- 
vance, I remain, respectfully, 

- Joun E. Gray. 


The West End News Agency 


is the authorized subscription agency for the 
Ladies’ Home Journal, The best ladies’ 
magazine in the country. $1.00 per year. Call 
and see us? Save writing to publishers. Save 
postage and save chance of loss of money by 
mail. Send us your renewal for the coming 


year. 
J. E. GRAY, 
320 Marn Street, West Everett. 


LEGAL NOTICE. 


To Whom it May Concern: 

Be it known by this advertisement that the 
West End Railroad Company do not prohibit 
smoking on the open cars now running on the 
West Everett line, also that the best cigars ob- 
tainable for the money can be bought at the 

WEST END NEWS AGENCY, 
320 MAIN STREET, 
West Everett. Also, that these same cigars 
may be used on said cars without the least 
danger of offending the sense of smell of the 
most exacting person present. Also be it 
known that when you are buying at said store 
you find the largest and best selected stock in 
that part of the city to select from. 
E. Gray, Proprietor. 
Everett, May 1, 1897. 


74 


















* * 
* 
SoutH Po.anp, Me. 
Cha les F. Jones, New York: 

Dear Str—I ama subscriber to PRINTERS’ 
Ink, and have been much interested in your 
articles on “ Store Management,” and have 
derived general benefit from them; but I am 
desirous of getting some advice and new ideas 
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as to the best way of increasing trade in a gro- 
cery business. A.y advice you can offer or any 
suggestions you may make as regards the best 
means of advertising or of soliciting trade, will 
be greatly appreciated by me. There is no pa- 
per published in this town that I know of. 

Hoping that you can suggest something of 
benefit, I am, very truly, 


Replying to Mr. J. and a number of 
others who have written me, I would 
like to say that it is very hard, indeed, 
to answer general questions. I think 
if I had the time to do it I could de- 
vote all three pages of my department 
fifty-two times in the year to answer- 
ing his one question, “ how to increase 
the trade of a grocery store?” I can 
give here, of course, a few general re- 
marks, but general remarks are not 
very satisfactory answers to any ques- 
tions. If you want me to be of assist- 
ance to you, do not ask me a question 
that covers the whole system of doing 
business. Read PRINTERS’ INK from 
cover to cover every week. If. you 
keep this up for a few years you may 
here and there get points which, when 
all put together, will thoroughly an- 
swer such a broad question. To tell 
in a general way how to increase 
the trade of a grocery store, I 


would have to talk about the buy- 


~ 
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ing of the goods, the clerks, the show 
windows, the management of the store, 
the advertising and everything else 
about the business. Then again in 
Mr. J.’s case, I would have to talk 
without knowing any of the particu- 
lars about the business to which he 
refers. The remarks that apply to one 
business would not apply to another 
where the circumstances may be dif- 
ferent. Please in writing to me, if you 
want me to give you real serviceable 
advice, tell me the circumstances of 
the case just as fully as you know 
them, and confine your question to 
some particular thing about which I 
can give an answer without having to 
write more than a column in this de- 
partment. As Mr. J. states there are 
no papers published in his town, the 
next best methods that he can use for 
advertising his store would be by per- 
sonal solicitation or by circulars, etc. 
There are very few grocery stores in 
small towns that do any advertising at 
all, and no matter how crude Mr. J.’s 
methods may be, I believe they would 
help him, because they will make his 
store stand out in comparison with the 
other stores doing nothing. 
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‘The dentist. knows better 
than you do which one of 
your teeth needs the most at- 
tention. Often the one you 
think the sovndest is the one 
that really aches. 


Your years of close contact with 
the advertising of your business 
may have dulled your sensibility 
to the real condition of things. 
Here is where my experience comes 
in. If you will let me look into 
your affairs I may be able to dis- 
cover the real difficulty that you 
have overlooked. My daily work 
of examining many businesses 
makes me skillful in picking out 
flaws and telling how to correct 
them. 











I have several booklets and speci- 
men sheets of advertisements,which 
I will gladly send free to business 
men, who desire particulars about 
my methods and charges for any 
kind of business service, or about 
my ability and experience as a 
writer and illustrator of advertising 
matter. 














CHAS.T JONES, 507 OL" 


101, WORLD BUILDING, 
yoRKT 
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IN SUSPENSE! 


Many an advertiser after placing his first ads and exhausting his 
appropriation, has an anxious time waiting in suspense for results, 

Many a time he waits in vain for them too, and after a lot of 
suspense he has to suspend his advertising and his business also, 

This is generally the result when little or no attention has been 
paid to the choice of mediums. 

It is better not to advertise at all than to advertise recklessly— 
ignorantly—blindly. 

Try the proven papers—those that have always brought results to 
others, and they will bring results to you. 

There are over a million well-to-do homes in the prosperous Middle 
West that are reached every week by the 1,500 papers comprising the 


GuicaGco NewspPaPer UNION. 


It will pay advertisers to give them a good trial. 
Write 4-7 rates to either office : 


10 Spruce St., 93 So. Jefferson St., 
NEW YORK. CHICAGO. 


PRINTERS’ INK. 


F, JAMES GIBSON. 
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F. James Gibson, advertising 
manager of Vantine’s, was born at 


Mr. 


Whitby, Ontario, Canada, in 1858. 
He received his education in the 
Whitby High School, now the Whitby 
Collegiate Institute. Unlike other suc- 
cessful advertising men, he did not grad- 
uate intotheadvertising field from news- 
paper life. On thecontrary, his training 
prior to engaging in advertising work 
was almost entirely a commercial one. 
After a preliminary experience in office 
work and as a traveling salesman he 
engaged, when still a very young man, 
in the manufacturing business in To- 
ronto, Canada. Mr. Gibson’s particu- 
lar duty in connection with this busi- 
ness was to travel on the “road” and 
“place” the firm’s goods. During this 
period he visited more or less fre- 
quently nearly every town and village 
in the Dominion and acquired that 
knowledge of human nature and the 
art of salesmanship which have un- 
doubtedly been of great service to 
him as an advertiser. It is Mr. Gib- 
son’s opinion that the better a sales- 
man a man is the better advertiser he 
will make, other things being equal. 
Finding the comparatively small Can- 
adian population too limited for his am- 
bitions, he abandoned his business and 
found his way to the United States. 
After a number of ups and downs he 
turned up as superintendent of sales- 
men and advertising manager for the 
Diamond Starch Co. of New York. 
From there he went to Baltimore as 
advertiser for a large proprietary medi- 
cine house. Returning to New York 
he secured his present position with 
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~Messrs. A. A. Vantine & Co. Under 
Mr. Gibson’s management the adver- 
tising of this old and well-known house 
has not only retained its previous 
points of merit but has been vastly 
improved. It is said that he is one oi 
the most popular advertising men Van- 
tine’s has ever had, and that, owing to 
this fact, he secures a degree of hearty 
co-operation to which few men in simi- 
lar positions have access. 

To Mr. Gibson is due the formatior 
of the Sphinx Club, an association of 
New York advertising men who meet 
monthly to discuss interesting ques- 
tions in their calling and to partake in- 
cidentally of a collation. The club 
has been a great success, and Mr. 
Gibson has worked hard to make it 
so. The leading lights of the journal- 
istic world have at times addressed it, 
and everywhere it is voted an excel- 
lent idea. The idea itself is so simple 
and good that people usually wonder 
why no one ever thought of it before. 
It had, however, been a pet project of 
Mr. Gibson’s for a long time. 

The latest achievement of Mr. Gib- 
son was his winning of the PRINTERS’ 
INK Loving Cup this year. PRINtT- 
ERS’ INK desired to discover just how 
it was regarded by its readers, and 
offered a beautiful solid silver loving 
cup to that pupil who should best ex- 
press the appreciation in which it is 
held. Mr. Gibson’s testimonial read- 
ing: “ American advertising is the bes: 
in the whole world; PRINTERS’ INV 
has made it what it is,” carried off the 
prize over dozens of competitors— 
many of them the foremost advertising 
men of the day. 

While it is generally known to Mr. 
Gibson’s friends that he is a Canadian 
by birth and “ proud of it,” it is not so 
well known that through his mother he 
comes of fine old New England stock, 
being descended from the Boston fam- 
ily of Warren of revolutionary fame. 
It may also be interesting to record 
that he is a 32d degree Freemason, as 
well as Chief Ranger of Court “ Can- 
ada,” I. O. F., New York City. 

In Mr. Gibson’s present position at 
Vantine’s he has won golden opinions. 
He is a man of ideas, and has put 
them successfully into practice. He 
believes religiously in the value of 
daily papers and is one_of the most 
enthusiastic advocates of special posi- 
tions. He does not believe, however, 
that the best special position for Van- 
tine’s ads is next to reading matter, 
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but next to department store ads, 
which, he contends, are read far more 
attentively than ordinary reading mat- 
ter by the ladies. He also believes 
that newspapers are neglecting a great 
field for news by not publishing items 
about great mercantile establishments 
in the same manner as they do about 
theaters. In his opinion such items 
would interest a far larger and more 
varied audience than does the relation 
of the doings of theatrical folk. 

Mr. Gibson’s’ resemblance to Daniel 
Webster has often been remarked. 
The likeness probably ends there, for 
instead of being a talker, Mr. Gibson 
is a worker, and a tireless one at that. 
But his energetic life has not at all 
stunted the growth of those social 
qualities which make men pleasant 
companions, and his society and con- 
versation are consequently enjoyed by 
all who have had the good fortune to 
come into contact with him. 

POOR LOWELL! 

The J. C. Ayer Co. of Lowell (Mass.) did a 
novel bit of advertising recently at the meeting 
of the North Middlesex County Fair in that 
city. A. 3 0’clock in the afternoon there was 
a balloon ascension, and when the balloon had 
attained a considerable altitude 10,000 adver- 
tising circulars in the form of telegrams were 
thrown overboard and fluttered slowly about 
the heads and into the hands of the thousands 
of waiting people below. Then followed a 
scramble among the spectators who had capt- 
ured one of the circulars to get them to the 
offices of the company and receive a cash prize. 
There were 28 prizes for men and the same 
number for women : to the first to deliver a 
circular, $20, to the second $10, to the third $s, 
and to the next twenty-five $1 each. 

There were two special circulars, on which 
were printed, “‘ Ayer’s, the sarsaparilla that 
made sarsaparilla famous,” and ‘‘ One thing is 
certain, Ayer’s Hair Vigor will make hair 
grow,” respectively. The persons who se- 
cured these two circulars and presented them 
at the office received $10 each. There was 
= hustling to get to the office of the Ayer 

company first. Horses and bicycles were used, 
while many small boys depended upon their 
legs to win — for them. The event was 
advertised a long time in advance by ads three- 
quarters of a column deep and three columns 
wide in the Lowell papers. 
+o 

THE BOOKLET. 

In many cases the booklet is the only repre- 
sentative a firm sends out, so that the prospect- 
ive customer who receives it has no other means 
of forming his opinion than this important little 
messenger, It has been said that the clothes 
a man wears are an indication of his char- 
acter, and it is true that we are very apt to 
form our opinion of him by his garb. In like 
manner the booklet becomes the medium 
through which the reader arrives at an opinion 
of the goods and the men who make them. If 
it presents an attractive appearance at first 
sight the opinion of the reader has been started 
on a favorable track, and each page perused, 
provided it is well written and illustrated, hasa 
decided effect in confirming the first bias of the 
mind.—A rt in Advertising. 
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THE PATENT MEDICINE AD. 
Editor Folsom, of the Brunswick (Ga.) Daily 
Times, thus bewails the existence of the patent 
medicine ad : 


The pestilent patent medicine ad, 

That is what makes the make-up man sad ; 
Top of the column and always next 

To pure reading matter, that is the text 

Of every contract, little or big— 

They give you blazes if you renig— 

That is what drives the editor mad, 

The contract position medicine ad. 


He writes a leader, his heart feels glad— 

- Forgetsghe patent medicine ad— 
He roasts a rival in language warm— 
Forgets there’s so much space in the form— 
He jots down pungent paragraphs fine— 
Forgets those remedies, so much a line— 
The paper is printed and there, begad! 
Top of each column a medicine ad! 


Then comes with a poem, a long-faced lad— 
Knows nothing about the medicine ad— 
Polishes scanning ‘and counting the feet, 
Rhythmical syllables nice and neat ; 

Editor takes it and praises it much, 

Places upon it a finishing touch ; 

Author sees it—ah, don’t he feel bad ?— 
Mingled and mixed with a medicine ad! 


The lady contributor has a pet fad— 

Ignorant she of the medicine ad— 

Asks that the paper may give it space 

And print it sure in'a prominent place ; 

It appears next day with all of its frills 

Interpolated with Quack’s liver pills! 

And all the religion she thought she had 

Is lost through a patent medicine ad! 

THOSE “ WANT” ADS. 

““Do you think these ads in the ‘ want 
and ‘for sale’ columns of the daily papers 
pay?’ was asked of me this last week. The 
ads meant were the ads that are placed in the 
want columns of the daily papers and read 
something like this : 

WANTED—1000 men and women to buy 
Jcnes $3.00 shoes. 

I don’t think they are any good at all as an 
advertisement. The people who read the 
want columns are not looking for shoe adver- 
tisements, but for a chance to get work, and are 
not liable to pay much attention to any other 
kind of an ad. An ad of this kind won’t reach on 
an average over one in ten of the readers of any 
paper. The people that will make a merchant 
good customers never read the want columns. 
The class of people who do read them are not 
the kind of people it pays a merchant to ad- 
vertise for. Consequently it strikes me that it 
is money wasted in advertising to these people; 
money that might have been employed to better 
advantage.—Shoe and Leather Gazette. 





FOR A TOBACCONIST’S AD. 


} 
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A CLOUD 


of Falsehood 


No Larger thanaMan’s Hand 


At a place of publication casts an immense shadow and keeps 
people at a distance in the dark. 

DO NOT BE MISLED into placing advertising contracts based 
ON CIRCULATION AFFIDAVITS. 


THE 


San Francisco GALL 


offers you a ‘* simple statement of fact, unincumbered by obstructing 
accumulations of metaphor and allegory.” 


A COMPARATIVE STATEMENT 


of the number of lines of displayed advertisements during June, 
July and August, 1898, published in the 
JUNE JULY euUGUST TOTAL 
CALL, 138,838 155,722 167,972 462,532 
CHRONICLE, 118,643 114,275 121,093 354,011 
EXAMINER, 128,009 124,663 .128,870 381,542 
Excess over CHRONICLE, 108,521 Lines. 
” ‘¢ EXAMINER, 80,990 ‘ 


Extended in a straight line this larger excess means a continuous 
line of advertising more than 3.85 miles in length. 


> MILE MORE ADVERTISING than ONE 
33 190 of ITS CONTEMPORARIES! 


O87 MILES MORE THAN THE OTHER! 


That is the estimate placed on San Francisco papers by 
Home Advertisers. 


THE GALL REACHES THE HOMES. 


Quit paying high rates for Circulation Burned in Garbage Crema- 
tories and Pacific Coast advertising will pay. 


W. S. LEAKE, MANAGER, SAN FRANCISCO, CAL. 
DAVID ALLEN, Eastern Representat ve, 188 World Building, NEW YORK. 


C. GEORGE KROGNESS, Marquette Building, CHICAGO, ILL. 
(FoR DISTRICT WEST OF PITTSBURG. 
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WHO DO THE BEST ADVER- 
TISING? 


In PRINTERS’ | INK of July 27 a 
blank was printed asking readers to 
indicate three, four or six advertisers 
who, in the opinion of the writers, 
did the most meritorious advertising ; 
and then to choose from this number 
the one that appeared to the reader to 
be the best of those originally se- 
lected, giving at the same time the 
reasons for considering him pre-emi- 
nent. Among the replies sent in are 
the following : 


Ed M. Swazey, of Reddings, Cal., 
best advertisers as Pears’ Soap, 
Redfern Binding. 

H. E. Harris, of the #fera/d, Utica, Ohio, 
mentions best advertisers as Cottolene, Hires’ 
Root Beer, Saturday Evening Post, Cleve- 
land’s Baking Powder, Ferris Hams, and 
awards palm of superior excellence to Hires’ 
Root Beer, because no one can help seeing it, 
and seeing, no one can fail to be convinced 
that he ought to tryit. He considers “ Pears’ ” 
too extravagant in cost, compared with con- 
vincing argument; Prudential very good, but 
doesn’t say enough ; Ivory Sgap takes too 
much for granted. 

Isidore Gomperts, 20 North Main street, 
Pittston, Pa., mentions best advertisers as 
Pears’ Soap, Royal Baking Powder, Battle 
Ax Plug, Ripans, and awards palm of supe- 
rior excellence to Ripans, but thinks Pears’ 
Soap best in magazines. 

J. H. Livingston, of the Reformer, Ben- 
nington, Vt., mentions best advertisers as 
Paine’s Celery Compound, Battle Ax Plug, 
Pears’ Soap, Ayer’s Sarsaparilla, and awards 

palm of superior excellence to Paine’s Celery 
Cinpesel. because “ by their fruits ye shall 
know them.’ 

Bird Collins, of Main & Locust streets, St. 
Louis, Mo., mentions best advertisers as Battle 
Ax Plug, Paine’ s Celery Compound, Ripans, 
Pears’ Soap, Chattanooga Medicine Co., and 
awards palm of superior excellence to Chatta- 
nooga Medicine Co., because of neat, attract- 
ive display and plain’ talk on “= 4 subject. 

Robt. M. Offord, of Passaic, N. J., mentions 
best advertisers as Sapolio, Royal Baking 
Powder, Cleveland Baking Powder, Ripans, 
and awards palm of superior excellence to 
Sapolio. 

Alfred Wood, of the Lvening Telegram, 
Toronto, Canada, mentions best advertisers as 
Wanamaker, Pears’ Soap, Ladies’ Home Jour- 
nal, Ripans, Munyon, Scott’s Emulsion, Dr. 
Pierce and Ivory Soap, and awards palm of 
superior excellence to Wanamaker, because : 
‘*T believe the Wanamaker style of advertis- 
ing could be applied with profit to every busi- 
n2ss—any business. While I think Rogers, 
Peet & Co. do the best clothing advertising, I 

-m of the opinion that it isa departmental i imi- 
tition of the original creation of the Wana- 
maker style—perhaps, to coin a comparison ,an 

‘improved imitation.’ I believe that the mer- 
chants of America send many dollars every 
year to Philadelphia—subscriptions to papers 
which publish the Wanamaker ads. I take a 
Philadelphia paper for this sole purpose, and I 
know of three merchants in Toronto who also 
do so. I stopped taking the Press when it 
lost the Wanamaker contract some time ago.’ 

Jas. F. Ryland, of Box 545, Richmond, Va., 
mentions hest advertisers as Tvory Soap, Pear- 
line, Quaker Oats, Pabst, Sozodont, Pears’ 


mentions 
Regal Shoe, 
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Soap, Prudential Insurance Co., and awards 
palm of superior excellence to Ivory Soap, be- 
cause of variety and attractiveness. 

Chas. A. Farrington, of 115 Broadway, New 
York City, mentions best advertisers as Rogers, 
Peet & Co., Pears’ Soap, Wanamaker, Ladies’ 
Home Journal, and awards palm of superior 
excellence to Rogers, Peet & Co. 

C. Linn Wheeler, of Portland, Ore., men- 
tions best advertisers as Ripans, Battle Ax 
Plug, S. H. & M., Ivory Soap, Dr. Pierce, 
Columbia Bicycle, and awards palm of superior 
excellence to Ripans, because ads are always 
put to date, attractive and with sound sense in 
every line. They invariably use illustrated ads 
of the highest standard. 

Theodore H. Harlow, of 109 Columbia 
street, Dorchester, Mass., mentions best adver- 
tisers as R. & W. Jenkinson Co. (Stogies), 
Scott’s Emulsion, Williams’ Shaving Soap, 
Paine’s Celery Compound, and awards palm of 
superior excellence to Scott’s Emulsion, be- 
cause of uniformity of style without sacrifice of 
originality. 

J. R. Cavanagh, of Indianapolis, Ind., men- 
tions best advertisers as Ivory Soap, National 
Cloak Co., Sapolio, Battle Ax Plug, and 
awards palm °f£ superior excellence to Ivory 
Soap, because of originality of illustrations and 
wording, making the goods advertised promi- 
nent and not the name of the manufacturer. 

Mark C. Steinberg, of 205 North Fourth 
street, St. Louis, Mo., mentions best advertis- 
ersas Ripans, Sapolio, Printers Ink Jonson, 
Pears’ Soap, Prudential Insurance Co., and 
awards palm of superior excellence to Pears’ 
Soap, because they are original in design and 
very attractive. 

Virgil A. Geiger, editor 7ruth, of Churubus- 
co, Ind., mentions best advertisers as Battle 
Ax Plug, Siegel-Cooper & Co., California Fig 
Syrup, Swift Specific Co., and awards palm of 
superior excellence to Swift Specific Co., be- 
cause the ads are bright and to the point. 

Ben F. Jacobs, of 4110 Maryland avenue, 
St. Louis, a mentions best advertisers as 
Ripans, Malt-N Nutrine, Hood’s Sarsaparilla, 
Pears’ Soap, and awards palm of superior ex- 
cellence to Pears’ Soap, because the ads catch 
the eye. 

Ralph Zoop, of 1226 Hickory street, St. 
Louis, Mo., mentions best advertisers as Qua- 
ker Oats, Fairy Soap, Cascarets, Scripps- 
McRae League, Battle Ax Plug, Drummond 
Tobacco Co., and awards palm of superior ex- 
cellence to Drummond Tobacco Co., because 
of its “ up-to-date phrases.” 

A. T. Dietz, of the Pettibone Bros. Manu- 
facturing Co., of Cincinnati, O., mentions best 
advertisers as Sapolio, Ivory Soap, Jno. Wana- 
maker, Battle Ax Plug, and awards palm of 
superior excellence to Sapolio, because it in- 
variably secures a prominent position ; because 
of superior illustrations and display ; because 
nearly every ad is specially constructed for the 
particular medium in which it is placed, thus 
being particularly effective ; because Sapolio is 
wd what it is claimed to be. 

John R. Griffith, of the Chronicle, St. Louis, 
Mo., mentions best advertisers as Sapolio, 
Wanamaker , Rogers, Peet & Co., Anheuser- 
Busch, and awards palm of superior excellence 
to Rogers, Peet & Co. 


FAR FROM IT. 

It is worth while to take a shot at the old 
fogy idea that the advertising cost must be 
added to the goods. Far from it. Advertising 
makes big operations possible, and big opera- 
tions materially reduce fixed expenses. In fact, 
the liberal advertisers all over the country are 
the men who give low prices, and yet make th> 
most money for themselves,—Cincinnati (O.) 
Commercial Tribune. 





PRINTERS’ INK. 21 


~~ .&.&. ABA. A-AA-@BWA@Aaw.ea.a.a.2.a.a.a.ar | 
3333555555555 SSSFSSSFSSS2 4. 


THE WAR RECORD 


MADE BY THE 


Brooklyn Daily Eagle y 


Every live newspaper in its own way has been more or less of a factor in 
assisting the Governmentin the carrying on of the war. 








“WN These are some of the things done by the Brookityn Dairy EaGte: \ / 
AN Sold nearly one milfion dollars of Government War Revenue W 
WW «© Bonds ; wae 
f \ Supplied the soldiers of the regiments of New York State with WV 
AN stationery for writing letters ; W 
Zr Conducted a reading-room and headquarters for the soldiers W 
4 N at Camp Black ; N44 
4 \ Conducted a relief bureau at Camp Wikoff where supplies of W 
4N all kinds were distributed to the soldiers and a staff of EAGLE W 
"4.  stenographers wrote letters for the inmates of the hospitals ; “Ae, 
AN Conducted a fund for the relief of dependent families of soldiers. \ / 
AN OF THE EAGLE’S WORK THE GOVERNMENT OFFICALS SAY: W 
AN Assistant Secretary of the Treasury Vanderlip—** The EaGLe was the W 
4 A first newspaper of the country to come forward to co-operate with the one 
AN Department in disposing of the bonds. Through its agency more than 600 W 
Onn subscriptions for bonds were received, amounting to nearly $1,000,000, This A 


AN is by far the best record made by any newspaper in the country acting as W 
* agents for the Department.”’ 


‘ . 
A \y General Wheeler, Camp Wikoff, Montauk, L.1.: ‘The EaGve is doinga W 


ait. great work in this camp. I have seen its work in every part ot the camp and VY 
4 \ even sitting in my tent here 1 can see the dd@ivery wagons going in various W 
“ak directions. I am pleased with the work of your paper and it shows what an a", 
AN aid a newspaper can be when it enters heart and soul into the work. It is \ / 
AA 


doing wonders.”’ YY 
AN Major Surgeon I. C. Brown, General Hospital, Camp Wikoff, Montauk, W 
\ L.1.: ‘*1 desire to express thanks to all those who, through the EaGue, W 
7 have contrivuted so generously to the sick soldiers at Montauk. As you 
| \ know we have had much to contend with in the rush of -looking after the YY 
\\ thousands of sick men here and at times the task has seemed difficult, but W 
AN with the co-operation of the EaGLe, the Red Cross and other similiar W 
b, agencies, we have been able to meet conditions most trying Your paper has 
\ accomplished a great work here and if those who have subscribed for the pur- W 
~ pose of relieving soldiers could have seen their gratitude, I am sure they 
4 \ would have felt repaid tenfold. I wish you would also express thanks to the \) 
AA EaGLe correspondence staff, who have assisted the men in writing home. \ / 
4 \ This was a unique work, but none the less as vraiseworthy as the distribu- VY 
Ap tion of supplies.” \ / 
AN Surgeon R. G. Ebert, Detention Hospital, Camp Wikoff, Montauk, L. I.: W 
Ve “ Before we abandon the Detention Hospital I desire to express thanks to ww 
AN the Brooklyn EaGLe and its corps of helpers who have done so much for 7] 
Q the regular soldiers at this camp. I personally feel grateful for the many 4 
| \" kind deeds of those who have had charge of the relief and supply work W 
here, and I feel that the troops thank you a thousand times more. Let me WW? 
\ express my gratitude also to those who through the EaGLe have opened their W 


Q hearts for the care of the regulars. It is to them as well as to your paper : 
‘\ that the soldiers in this camp, both the well and the sick, should feel lasting 4 
ote gratitude.”’ : 

EE 
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A PICTURE used in electrical journals by the 


Farr Telephone and Con- 


struction Supply Company, of Chicago, to illustrate that “ Farr telephones 
are so simple that even children can use them.” 





HISTORICAL. 

The daily newspaper of the present day can 
trace its rise directly to the manuscript letters 
sent by regular paid correspondents from Lon- 
don to the provinces, beginning with the days 
of the early Stuarts. During the English com- 
monwealth these began to be printed in type 
and distributed in z arge numbers. The res- 
toration of the Stuarts put an end to this form 
for the time. Until 1680 the law of libel was 
sufficiently outrageous to be characterized by 
Judge Scroggs as making any newspaper pub- 
lication illegal and tending to provoke a breach 
of the peace. Some twenty years before, Roger 
Lestrange was intrusted with the publication of 
an official organ and given power to suppress 
all his rivals. He was not only the owner of 
one paper which had a legalized existence, but 
he was a spy seeking to destroy all who vent- 
ured to publish anything in competition of 
him. And as the penalty enforced was nothing 
short of hanging, his monopoly wasa real one. 

It isat this time that the reporter first comes 
into being. Though the owner or manager of 
any paper was called its ‘‘ author,’’ as he act- 
ually was in a real sense, still he had to have 
some assistance and this most useful of news- 
gatherers found his first occupation in being 
present at the trials in the law courts for re- 
print inhis sheet. Among the first men whose 
fame has come down to us to take up journal- 
ism as a profession, Defoe, the author of ‘‘ Rob- 
inson Crusoe,’ * to be mentioned. His paper 
was called the X veview. His ‘‘ esteemed con- 
temporaries ”’ were such forgotten personages 
as hide behind the names of Tutchin and Les- 


lie. Tutchin was hauled into court and there gave 
some testimony which is instructive. His week- 
ly, the Odserver, cost half a guinea to print, 
though the typesetter eventually raised his price 
to 20 shillings. Just what it was that made up 
‘leading newspaper ”’ in the early eighteenth 
century may be guessed from the tact that his 
Observer had a sworn circulation of 266 copies. 
He was followed by the extended list of British 
essayists in the 7atler,the Spectator and all 
the rest during a long and well-described series 
of years. These publications it was that took 
away the earlier odium which clung about the 
Grub street origins of the press, since Steele, 
Addison, Johnson and their followers were fre- 
quent court favorites. And yet it was a time 
of subsidizing papers for ies reasons, 
making the English what the German journal: 
ism was to be under Bismarck,a “reptile ”’ 
press. Later,in 1769, the London Morning 
Chronicle began a life which has lasted until 
the present, and in 1788 the 77zmes, at first with 
the title of the Universal Register, came into 
being. The latter employed the first foreign 
correspondent in the person of Henry Crabb 
Robinson, and succeeded in “ scooping ”’ the 
government itself in the news of the battle of 
Waterloo. With these came the “ editor ’’ in 
the modern sense of the word. And he came 
to stay.— Ve ewspape rdom. 
- +> 
THE man ‘whe’ is afraid of making mistakes is 
not the man to win in the industrial battle. 
Foolhardy adventure will not win ; neither will 
supine sitting still awaiting for something to 
turn up.—A gricultural Advertising. 
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W. N. Haldeman, e | Henry Watterson, 
President. 2 Editor. 








Louis ville 


is to Kentucky what Paris is to Franc®. 

Kentucky is to the Southern States what Prussia is to 
Europe. 

What Horace Greeley used to be to the people of the 
Northern States Henry Watterson is to those South of 
Mason and Dixon’s line. 

What the New York Herald is to the other papers of 
America the Louisville Courier-Journal is to the other 
papers in the Middle and Southern States. 

The advertiser who would appeal to the middle and southern half of the 


States of the American Union has many good papers at his command, 
but the first of all for his consideration will be 


THE LOUISVILLE COURIER-JOURNAL 


DAILY. 


THE LOUISVILLE COURIER-JOURNAL 


SUNDAY. 


THE LOUISVILLE COURIER-JOURNAL 


WEEKLY (TWICE A WEERW). 


THE LOUISVILLE TIMES 


EVENING. 


THE S. CG. BECKWITH SPECIAL AGENCY. 


4 
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NOTES. 


Mr. ADAM Fakir is conducting a depart- 
ment of advertising in the National Adver- 
tiser.—Our Silent Partner. 

Tue Spanish-American Newspaper Com- 
pany, 136 Liberty street, New York, is about 
to develop patent insides printed for South 
American weeklies and dailies. 

A CORRESPONDENT of PrinTERs’ INK writes: 
**T believe yp me who use the last page of 
the Ladies’ Home Journal send more goods 


into homes because of it than any other single, 


ad in any other magazine.” 

Ir has ever been McClure’s rule to base ad- 
vertising rates upon the circulation that has 
already been secured, so that advertisers re- 
ceive the benefit of the growth in circulation.— 
From a McClure’s Magazine Circular to 
Advertisers. 

Tue following notice once appeared in a 
rural journal : “ If any subscriber finds a line 
in his paper that he does not like, and can’t 
— with, if he will bring his paper to the 
office, and point out the offending line, the 
— will take his scissors and cut it out for 

im.” 

Some one has employed a leisure hour in an 
inquiry as to the proportionate use of letters in 
the printing of a newspaper. The result is as 
follows: e, 1,000; t, 770; a, 728; i, 7043 
s, 680; 0, 672; n, 670; h, 540; r, 528; d, 3925 
1, 360; u, 296; m, 272; f, 236; w, 190; y, 1843 
p and g, 168; b, 158; v, 120; k, 88; j, 553 q, 
50; X, 46; 2, 22.—Unidentified E xchange. 

Tue Phenyo-Caffein Co., of Worcester, 
Mass., is about to institute a test trial to de- 
termine whether retail prices of trade-marked 
goods can be maintained in a court of equity 
when such goods are sold with notice of price 
restrictions, said notice being plainly printed 
on each package. Contributions of ¢; each 
are solicited from manufacturers of proprietary 
medicines. 

Parry & Co., manufacturers of buggies in 
Indianapolis, have for some time been giving 
away large colored wall maps of the State of 
New York (and perhaps of other States), in the 
center of which plainly, but not darkly enough 
to mar the map, can be read, “‘ Parry and Co., 
Manufacturers of Buggies.’”’ On the upperand 
lower margins are pictures of some of the 
buggies they turn out. These maps are at- 
tractive enough to secure suspension in hotels 
and other public places. 

Tue Newsdealers’, Booksellers’ and Station- 
ers’ Association’s convention at the Grand 
Central Palace in New York closed Wednes- 
day, September 14. Questions were dis- 
cussed relating to the return privilege, to sys- 
tems of agreement with a to compel 
department stores to sell at a regular market 
price, and a recommendation was made to 
newspaper publishers to have the upper right- 
hand corner of the papers so fastened that they 
can be easily opened, and when once opened 
the papers not to be returnable. 

ApMmrrRAL Dewey apparently thinks that 
there are better names for ships of war than 
Harvard and Yale. He recently remarked 
that, since the Navy Department was giving 
the names of educational institutions to ships, 
he would follow suit. Two microscopic gun- 
boats captured from the Spanish, called ‘the 
Callao and Leyte, he has decided to rechristen, 
and he suggests that the first be called The 
Philadelphia College of Physicians and Sur- 
geons and the second The Massachusetts Insti- 
tute of Technology.—A rgonaut. 

Tue issue of the Minneapolis, Minn. , Jour- 
nai for Saturday, September roth, contains the 
story of the flag raising on the court house 
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tower in Minneapolis by the school children of 
Minneapolis, under the auspices of the /our- 
nal, This flag was purchased through the 
efforts of the school children by the Journal 
Juniors, and is now floating from the tallest 
tlag-staff in the United States. The raising 
was a most unique one, speeches being deliver- 
ed, national salutes fired, etc. And the /our- 
nad feels justly proud of the whole affair. 

Some of the heaviest advertisers in the 
country spend more money with the even 
ing papers than they do with the morn- 
ing sheets. The Rothschild department 
store in Chicago, for instance, pays the 
Evening News $100,000 for one full page 
daily six days in the week for one year. It 
pays the Chicago Morning Tribune $25,000, 
the most of which is spent in advertising in the 
Sunday 7ribune. No other Chicago paper re- 
ceives so large an amount from this store. 
This means that, in the opinion of this adver- 
tiser, the evening paper is tht best advertising 
medium, That the best results are secured b 
using an evening paper six days in the wee 
and a morning paper mainly on Sunday. It 
might be profitable to vary this programme 
somewhat in some instances, but it holds good 
as a rule.—Los Angeles (Cal.) Express. 


acim ili am 
HIS ADVERTISEMENT. 

A certain Mr. Skiles,a suburban grocer, was 
asked to have his card inserted in the pro- 
gramme of a picnic to be given by a local se- 
cret society at a popular resort forty or fifty 
miles away. 

“How much will he 
quired. 

** Only two dollars,” replied the advertising 
manager. 

““H’mph—only two dollars! 
space do I get for that?” 

** One inch.” 

“* H’mph—the whole of an inch! I can put 
any kind of anad I want to in that space, I 
suppose? ”’ 

‘ Certainly.” 

The grocer took a scrap of paper, wrote his 
advertisement on it, handed it to the manager, 
and in due time the programme appeared with 
this card in it: 

“ Beverly Skiles, Grocer, No. 537 Sparkland 
street, pays $2 for the use of this space. He 
thinks it an outrageous price, inasmuch as all 
the groceries for this picnic were bought at 
some other store.” 

Mr. Skiles has always maintained that he 
got two dollars’ worth of satisfaction out of 
this advertisement.— Youth's Companion. 


it cost me?” in- 


How much 


aes palliation 
VERNON WISDOM. 
Make one article the subject of each adver- 
tisement. 
Don’t use more than three sizes of type-—the 
fewer the better. 
Have several small ads rather than one big 


one. 

Tell the truth. 

Don’t claim the earth. 

Talk in your ad as you talk to customers in 
the store. 

Tell them something about the goods and 
always put in the price. 

Stick strictly to business. 

Don’t get tired ; put new life and vigor into 
each ad. 

Don’t say: ‘‘ This space is reserved for 
Smith ;” say something. 

Have your name in the ad but once; also 
the address. 

Don’t get gay, nor funny, nor poetical, nor 
sarcastic. 

Never mentidn a com 


titor directly or in- 
directly. —Mt. Vernon ( 


. V.) Argus. 
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Stores volunteer TEN words 
each of appreciation for the 


NEWARK EVENING NEWS 


a Two-Cent High-Class Newspaper, 
with a Circulation of 42,000 daily. 
res 


T EN of New Jersey’s Greatest 


We think ino other advertising medium compares 
with the News. DAVID STRAUS. 


The Newark Eveninc News, a prime factor in our 
success. L. BAMBERGER & COMPANY. 


Represents the maximum centripetal force in adver- 
tising, bringing great results. HAHNE & CO. 


Great returns for economic expenditure; 42,000 
homes, bull’s-eye every time. 
AARON WARD & SONS. 


Fifteen years’ advertising in the News demonstrates 
its incomparable value. 


AMOS H. VAN HORN, LTD. 


Your strong hold on your readers is what holds us. 
| J. MARSHALL & BALL. 


The Eveninc News is all-sufficient for all Newark 
purposes. J.C. MCCURDY & COMPANY. 


We might get along without the Eveninc News—but 
howe W. V. SNYDER & COMPANY. 


Our constant use of the News expresses our high 
appreciation. L. S. PLAUT & COMPANY. 


Our consumption of space increases annually ; our 








satisfaction grows likewise. LAUTER CO. 
| Publication Office : New York Advertising Agent: | . 
i} 215 & 217 MARKET STREET, R. F. R. HUNTSMAN, | 
NEWARK, N. J. St. Paul Building. 
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WHAT IS A FAIR RATE? 

The advertising rate of that most excellent 
newspaper, the best in the country, the Chi- 
cago Record, is based upon a price of one- 
seventeenth of a cent per agate line for every 
1,000 paid circulation. Everything considered, 
this is perhaps the cheapest rate obtainable for 
advertising space in a good daily paper, al- 
though a few have ound even lower rates. 

Country weeklies charge as high as one cent 
(or even two cents) per line per 1,000 circula- 
tion. It is usually difficult to get at a per 1,000 
rate with small publications, because it seems 
to be the hardest thing in the world to find out 
how many copies they really print. It is quite 
common for publishers who print from 200 to 
500 copies to claim a circulation from 2,000 to 

ooo. Some publishers of larger papers who 
have been unable the grasp the truth that hon- 
esty is the best policy also still cling to the 
habit of claiming from two to ten times as large 
a circulation as they really have. 

One cent per line per 1,000 actual circulation 
for papers printed on ordinary newspaper is 
about the highest and one-seventeenth of a 
cent about the lowest price asked and paid. 
The average is perhaps one-third of a cent. In 
dealing with small country weeklies and dailies 
advertisers will, as a rule, find it to their ad- 
vantage to contract the necessary space for the 
whole year. Some papers will charge 50 cents 
for one inch, one insertion, and will take an 
order for the whole year for 52 insertions for 
$2, or for 365 insertions for $10. ‘This might 
be considered a fair rate for a paper having 
about one thousand subscribers. 

No experienced advertiser will deny that a 
good weekly of large circulation, of the kind 
that reaches the homes of well-to-do people 
and the middle classes, is read more carefully 
than the daily, and brings better returns per 
1,000 circulation. Compare, for instance, a 
copy of a metropolitan daily with a copy of the 
Lincoln (Neb.) Freie Presse. The daily is 
looked over in a hurry. The German farmer and 
tradesman, naturally studious, takes his weekly 
Freie Presse home and reads it carefully. He 


has learned to give every line of the carefully 
edited paper his thoughtful consideration and 
relies on its truthfulness, knowing that even in 
the advertising columns no fakes are admitted. 
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SUGGESTIONS FOR ILLUSTRATING HATTERS’ ADVERTISEMENTS. 





The publisher need not worry about file copies, 
for copies will be found carefully preserved in 
the homes of thousands of readers for many 
months after the date of publication. In fact 
the greatest grievance of which our readers 
cunciauad was that the absence of date lines 
on each page during the first years of our 
growth made it difficult to save the old copies. 
For a paper of this kind a rate of one-third 
of a cent per agate line per 1,000 paid-in-ad- 
vance circulation is certainly a very fair one. 
It would be far cheaper—considering bona fide, 
paid and actually proven circulation only— 
than the rate charged by any other German 
publication or any paper of equal standing 
rinted in the English language. It is certain- 
y worth that price, and the publishers would 
be justified in increasing the rate to that figure 
at some future time. At present the rate is 
but one-fifth of a cent per fine for every 1,000 
paid-in-advance circulation: Rates are based 
upon the reports of the Advertisers’ Guarantee 
Company.— 7he /imp, Lincoln, Neb. 


ke —iililltniencmacitanin 
STORE NOMENCLATURE, 

Every State and Territory in the Union 
teems with stores designated as the ‘‘Hub,’’ 
“Star,” ‘* Eagle,’’ “‘ Union,” ‘‘ Globe,” and 
similar titles. Perhaps this system of naming 
deserves respect as a survival of antiquity, but 
it has little else to commend it. A store thus 
named labors under the disadvantage of a dual 
title. It is recognized by some under the name 
of its proprietor and by others under that he 
has given it, and thus the effect of its advertis- 
ing is divided. Most of the names assumed 
mean nothing to the customer, for anybody 
may call his store the ‘‘ Globe,”’ but when a 
merchant has earned a reputation by many 
years of honorable dealing bis label upon 
goods becomes, like his indorsement on a 
check, an assurance of value, not to be imi- 
tated with impunity. When the names given 
by dealers to their stores have the merit of 
descriptiveness, when they indicate in them- 
selves the character or locality of the establish- 
ments, or when they have even originality, 
they are at least defensible, but the wise use 
their own names rather than those of an ab- 
straction or concretion.—C/lothiers’and Haber- 
dashers’ Weekiy. 
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San Francisco Bulleti 


now issues a 


SUNDAY. 
MORNING 
EDITION 


with a 


Circulation 
Exceeding 


35,000 


GUARANTEED 


oe 


Advertisers’ Guarantee Company. 





A Home and Family Newspaper. 





NONE BETTER. 
FEW AS GOOD. 








s. 
i 





Further information fiR. F. K. MISCH, 
from Potter Building, New York. 
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WHAT SOME PUBLISHERS ASSERT. 


** Tsaid in my haste all men are liars.’ 


—Psalm cxvi. » tI. 





The paragraphs in this department are inserted without any charge or 
payment. A publisher who has a good story is invited to tell it as tersely as 
he can, setting - the most substantial claim he habitually uses to influence 


advertisers. Alt 


ough a publisher need not necessarily refer to any paper but 


his own, there will be no objections to comparisons. What the publisher 
sends is published as coming FROM HIM. It is his privilege to praise his own 
paper all he likes, for what is wanted is what can be said in its favor. What 
he does say, however, ought to be true—adsolutely. 


CALIFORNIA, 

Los Angeles (Cal.) Evening E xpress (1).— 
Advertising space in the Los Angeles Evening 
Express is worth 25 percent more than it was 
six months ago, and it is worth 50 per cent 
more than it was one year ago, and it is worth 
this advance because the circulation of the pa- 
per has been increased at that rate during the 

ast year. It has the largest percentage of 
onl circulation of any newspaper published 
in Los Angeles. 

Los Angeles (Cal.) Evening Express (3).— 
As between evening papers or as between even- 
ing and morning papers, then the one that 
enters the most homes is the best medium for 
the advertiser. The Avening Express guar- 
antees its advertisers the largest proportion of 
home circulation, in proportion to total number 
of papers printed, of any newspaper published 
in Los Angeles. It is an especially valuable 
advertising medium for those things which 
women buy. And women buy nearly every- 
thing. They are the shoppers for the family. 

COLORADO, 

Denver (Col.) Evening Post (1).—The Den- 
ver Evenin; Post has the largest sworn and 
proven pene, Bf of any afternoon paper be- 
tween Chicago and San Francisco. The Den- 
ver Sunday Morning Post next to the largest. 

CONNECTICUT, 

Greenwich (Conn.) Mews (1).—Has at least 
50 per cent more circulation in Greenwich 
among the best class of peo le than any other 

aper published. Why? Because it is the 
Best local newspaper. 

New Haven (Conn.) /deas (1).—Circulation 
guaranteed to exceed 10,000 copies per issue 
among progressive retailers who know the 
most about and do the largest volume of busi- 
ness, and who universally attest /deas to be the 
most useful of all the publications bought by 
them. 





DISTRICT OF COLUMBIA, 

Washington (D. C.) National Tribune (1).— 
No issue for the rest of 1898 will be less than 
112,000, 

GEORGIA. 

Augusta (Ga.) Herald (2).—With the excep- 
tion of two vers in Atlanta the daily and 
weekly Herald h rave the largest circulation of 
any papers published in Georgia. 

ILLINOIS, 

Chicago (Ill.) Zyfewriter World (2).—Is 
now entering upon its second year, has a circu- 
lation of 5,000 copies and covers twenty-three 
States, besides nearly every foreign country, 

making it a medium wd excellent for bringing 
your goods to general notice. 

Chicago (Ill.) Wool Markets and Sheep (1). 


EXPLANATIONS. 

(1) From printed matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or reading 
matter. 

‘4) By word of mouth by a representative 
of the paper. 





—The only weekly paper in America devoted 
exclusively to the sheep business. It is the 
especial champion of the wool grower and his 
cause. Largest circulation among sheep men 
of any publication in the United States. 

Quincy (Ill.) Reliadle F oultry Journal (2).— 
In 1894 we were guaranteeing an average 
monthly circulation of 5,000 copies—at present 
we positively guarantee an average of 20,000 
copies per month, 

INDIANA, 

Churubusco (Ind.) 7ruth (2).—Virgil A. 
Geiger, publisher of the Saturday 77 uth, on 
oath states that the subscription list now ex- 
ceeds 1,600 copies weekly. 

IOWA 

Des Moines (Ia.) Spirit of the West (2).— 
We guarantee practically 4,000 paid-in-advance 
subscribers obtained by personal solicitation— 
no premiums, no cheap books or coupon busi- 
ness. We have on our list pra soled all the 
important Iowa railroad towns as aaedben, 
bankers, merchants, men who own farms near 
these towns, and are fine live stock producers. 
Our medium is worth more to the general ad- 
vertiser than many of the regular agricultural 
papers that have large lists in the rural districts. 
Spirit of the West goes to importers and ex- 
porters of live stock, cereals and all other agri- 
cultural industries. It goes into families who 
have oe to spen 

Keokuk (Ia.) € ‘onstitution-Democrat (1).— 
It has the largest daily circulation both in and 
out of the city, and the largest weekly circula- 
tion. It circulates in contiguous territory in 
Iowa, Illinoisand Missouri, and is taken by 
people able to buy and pay for goods possess- 
ing merit. 

KENTUCKY. 

Louisville (Ky.) American Practitioner 
and News (1).—There are more than 3,000 
doctors in the State of Kentucky! The A mer- 
tcan Practitioner and News reaches every 
one of them during the year. Those who are 
not subscribers receive three or four sample 
copies in a year’s time. Tennessee, Alabama, 
Georgia, Mississippi, Arkansas and Texas 
doctors read the American Practitioner and 
News because it is one of the oldest and best 
medical journals in the South. If you want to 
reach the active practitioners of Kentucky and 
the South put the American Practitioner 
and News on your list. 

MAINE. 

Augusta (Me.) American Woman (1).—Is 
the youngest of the Vickery & Hill publica- 
tions, yet it leads them all in the quality of its 
contents, the high character of its readers, and 
its rapid increase in circulation. The aim of 
the publishers is to make it the ideal woman’s 
—— of America, and its remarkable popu- 
arity attests their success. The circulation of 
the American Woman will be guaranteed at 
500,000 copies each issue from November. 

Augusta (Me.) Vickery & Hili List (1).— 
Comprises four well-edited and_attractively- 
illustrated home journals—Good Stories, Hap- 
py Hours, Hearth and Home and the Fire- 


. 
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side Visitor —with the enormous combined cir- 
culation of 1,500,000 copies each month. They 
appeal to the demand of the masses for pace 
reading at a moderate price, and the character 
of their contents insures their being read from 
cover to cover. 

MARYLAND. 

Princess Anne (Md.) Marylander and Her- 
ald (1).—Is a consolidation of the Marylander 
and Somerset Herald,and it is the live, wide- 
awake paper of Somerset County. It has a 
larger circulation than any other paper in said 
county, and advertisers should note this fact. 

MINNESOTA 

Minneapolis (Minn ) Tidende (:}.-—Present 
circulation over 27,000— which is the iargest of 
any weekly paper in Minnesota. When you 
consider that the Scandinavian po, ulation of 
Minnesota is over one-fourth of the entire pop- 
ulation, we think you will find that it is a 
profitable field to cultivate. Youcan not reach 
these people in any way as well as through the 
Tidende. 

MISSOURI, 

St. Joseph (Mo.) Court of Honor (2).—The 
Court of Honor,a fraternal publication with 
50,000 guaranteed circulation, is reaching east- 
ward for some new advertising business. Ben. 
F. Hildebrand, St. Joseph, Mo., is editor and 
advertising manager. It is an eight-page, 
seven-column paper, with a new field. 

NEW YORK. 

New York (N. Y.) McClure’s Magazine (2). 
—The actual average circulation for the six 
months ending with September was 359,583, 
and the circulation for November will exceed 
375,000 Copies. 

New York (N. Y.) Press (1).—In spite of 
dull times, the /’vess made a gain during six 
months of 1,230 columns of paid advertising, at 
card rates, too, over a corresponding period of 
time a year ago—a fact that speaks most elo- 
quently for the Press as an advertising 
medium. 

New York (N. Y.) Scribner’s Magazine 
(1).—Has been incorrectly rated in some of the 
books published by advertising agents. The 
publishers desire to state that at no time has 
the edition been less than 100,000 copies, and 
it is now largely in excess of that figure, the 
edition for August being 128,500 copies, and 
entirely exhausted. 

Ye (N. Y.) Star (1).—Circulation , 2,500 

aly 


Cleveland (O.) p poe (1).—The Daily 
Leader has three times the paid circulation of 
the Morning Plain Dealer. The Sunday 
Leader has three times the paid circulation of 
the Sunday Plain Dealer. The News and 
Herald has eight times the paid circulation of 
the morning and evening ?/ain Dealer com- 
bined. 

PENNSYLVANIA, 

Philadelphia, Pa.) Wtst Philadelphia Press 
(1).—Circulation, 12,500, which is greater than 
the combined issues of all the other West Phila- 
delphia newspapers. 

Pittsburg (Pa. , Dispatch (1).—The six months 
which closed August 31, se witnessed the 
circulation of the Pittsburg Dispatch, both 
daily and Sunday issues, reach the highest fig- 
ures in the history of the paper. The Sunday 
Dispatch’s average net circulation for the six 
months ending August 31, 1898, was 77,465 
copies, or a total for the six months of 2,014,097 
copies. This is the greatest permanent and 
regular circulation ever attained by any Pitts- 
burg paper. The daily circulation for the same 
period has also been the greatest ever reached 
by the paper in all of its fifty-two prosperous 
years. The average was 44,736 copies of the 

daily issue, exclusive of Sunday or weekly, or 
a total of 7,068,297 daily copies for the six 


29 


months, or 9,082,394 copies for both daily and 
Sunday for the six months ending August 31, 
1898. It will be observed that the daily issue 
is the only two-cent morning paper in Pitts- 
burg, and that its steady increase in the face of 
the multiplication of cheaper papers, morning 
and evening, shows that the public continue to 
appreciate the best. Both daily and Sunday 
go to the houses of the classes with money to 
buy. 
RHODE ISLAND. 

Westerly (R. 1.) Sum (3).—The Sum has a 
daily circulation exceeding 4,000 copies, guar- 
anteed. It is delivered by carriers into the 
home, and is pre-eminently a family paper. Ti 
has all the elements of value—quantity and 

quality of circulation, the support and confi- 
} of the public. The Sz is the only daily 
Southern Rhode 


newspaper in 


Island. 


published 


TEXAS. 

Austin (Tex.) Firm Foundation (1).—Is the 
only advocate of pure apostolic religion in 
Texas ; hence its readers are of a peculiar class, 
many of them being farmers, merchants and on 
the outlook for bargains. It has a circulation 
of 9,000 bona fide subscribers and is on the up- 
ward climb. Its readers are principally in 
Texas, yet Indian Territory, Oklahoma, Arkan- 
sas, ssouri, Louisiana, Mississippi, Ala- 
bama, Tennessee and Kentucky all have large 
lists, and all the other States and Territories 
are represented. 





VIRGINIA, 

Petersburg (Va.) /ndex-Appeal (1).—The 
daily and weekly /udex-A ppeal has a larger 
city and country circulation than all other papers 
published in Southside Virginia combined, and 
the largest circulation in North Carolina of any 
other Virginia paper. 

WASHINGTON. 

Seattle (Wash.) Ranch and Range (1).—The 
ranchers of the Northwest make up more than 
one-half our population. They produce three- 
fourths of our wealth. They are the great pur- 
chasers of all lines of staple mant_actures 
Ranch and Range is the -only weekly in the 
State of Washington devoting itself exclusive- 
ly to their = 

WEST VIRGINIA. 

Wheeling Ww. Va.) News (1).—Guaranteed 
circulation 7,500. ‘The largest, cheapest and 
most widely circulated newspaper in West 
Virginia. 

WISCONSIN, 

Fort Atkinson Seay oye Co.Union (1). 
—United States P. O., Fort Atkinson, Wis. 
The claim of the W. D. Hoard Co. to an aver- 
age weekly issue of 3,677 complete copies of 
their publication, the Jefferson Co. Union, 
published in this city, has been carefully exam- 
ined by me, and I declare the same to be true 
and correct, as proved by my official record of 
weight of said new spaper ‘during the time speci- 
fied. D. M. Craig, P. M. 

Madison (W is.) American Thresherman 
(2).—The American Thresherman is “the 
warmest baby in the bunch.” At one month 
old it reached 20,000 copies, at two months 
22,000 sworn circulation. It tells its own story, 
and its rates are way up also, but the results 
are what tell. 

Milwaukee (Wis.) Sentine/ (1).—If I wanted 
to go to Milwaukee and the whole of Wiscon- 
sin with the story of my goods, I would put 
that story in the Milwaukee Sentine/. It is 
not as big as the London 7 mes, quite, but it 
goes to Wisconsin. 

ONTARIO (CAN,). 

London (Ont.) Mews (1).—The daily News, 
with its two editions daily, reaching the homes 
of the busy city of London and the towns, vil- 
lages and farms of Middlesex and adjacent 
counties, is acknowledged the leader. 




































































THE IMPRINT QUESTION. 
fice o' 
CHARLEs AusTIN BATEs, 
Vanderbilt Building. 
New York, Sept. 22, 1898. 
Editor of Printers’ Ink: 

In your issue of September 22 I find the fol- 
lowing : 

A correspondent of PRINTERS’ INK writes: 

In glancing through Scribner's for Septem- 
ber I noticed an advertisement of Stogie Cig- 
ars, bearing the imprint of the specialist who 
preparedit. These imprints seem to have be- 
come quite the fashion. It is probable that 
the specialist who prepares these ads consid- 
ers the publicity he gains from the print of 
his name upon an attractive advertisement 
sufficient remuneration for his work. He 
probably considers that he has “a good 
thing.” And he has. Not so the advertiser. 
He may chuckle and feel convinced that he 
is making a profitable deal. but I believe that 
animprint of this sort reduces the value of 
his ad just about twothirds. It at once 

stamps it as artificial. It takes away half his 
power. It says quite plainly that he is not 
capable of preparing his own advertisements. 
An advertisement will not make an impres- 
sion just because it is clever and compels 
the reader to read it in spite of himself, but 
becuse it is convincing—because the reader 
believes it was written from the bottom of 
the acdvertiser’s heart. It makes him think 
that if the maker of these cigars really be- 
iieves in them to the extent of producing a 
powerful ad, that they really must be very 
good cigars, and his cur losity is aroused, and 

e tries one “just to see.” The average reader 
will not stop to think that a man may make 
very good cigars and still lack the ability to 
make very good ads about them. 

If aman makes a speech, and indicates in 
some way that it was written by a very 
clever fellow, we may enjoy and appreciate 
the speech, but our opinion of its deliverer 
involuntarily descends several degrees, and 
we are rather apt to regard him in a patron- 
izing way thereafter, especially if we are 
good at speechmaking ourselves. If a person 
is not clever enough to do a certain thing 
himself, there is no use advertising the fact, 
especially when the act will prove a detri- 
ment. 

Your correspondent is wrong from start to 
finish. 

In the first place, there was in Scribxer’s 
Magazine for September no Stogie advertise- 
ment of any kind. The ey oe a w hich 
he probably saw was that of the R. & W. Jen- 
kinson Co. in Munsey’s. This ph Ee 
bears my imprint, because it was designed in 
my office. The facts were furnished by the ad- 
vertiser, and I satisfied myself that they were 
facts before I wrote any of the ads. My im- 

rint is equivalent toa statement that I have 
ooked into the business, and that the state- 
ments made in the ad are true. If a business 
won’t stand truth-telling, I won’t advertise it. 
I believe it is as ridiculous to say that an im- 
print of this sort reduces the value of an ad as 
it is to say that the stamp of a reputable silver- 
smith decreases the value of an article. Most 
of us feel that the stamp of Gorham or Tiffany 
is worth paying for. 

Your correspondent says that an imprint 
stamps an ad as artificial. My imprint does 
nothing of the sort—it stamps an advertise- 
ment as true. It does not say that the adver- 
tiser is not capable of preparing his own ad- 
vertisements, but simply that he is a progress- 
ive business man who adopts the conveniences 

busine: A man should no more be expect- 
pe to write his own ads than to make his own 
shoes. Nobody believes that John Wana- 
maker sits up nights writing his ads. The fact 
that he employs some one to write them is just 
as apparent as if the writer signed his name. 

The average reader doesn’t know anything 
about advertising specialists, and my nome at 
the bottom of an ad, if it is noticed at all, 
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would appear to him as the imprint of an en- 
graver. Certainly not one in one thousand 
readers of Munsey’s knows anything about 
Charles Austin Bates,and so this imprint on an 
ad would convey to them absslutely no infor- 
mation. The only one to whom the name means 
anything is the advertiser who has become 
familiar with it, and he is certainly not going 
to be deterred from trading with a good con- 
cern just because that concern is enterprising 
enough to employ an advertisement writer. 

An advertisement is a bit of business news. 
It is not put out with the idea of showing the 
advertiser’s ability as a writer. It is simply of- 
fered as setting forth the facts about his busi- 
ness. An advertiser is not judged as to the 
literary ability displayed in his ad. It is facts 
people want. All the advertisement writer does 
1s to state these facts as plainly and succinctly 
as possible, and then per f caves he has a picture 
made to attract attention to the reading matter 
There is no mere reason for expecting a busi- 
ness man to be able to put his business facts in 
the most succinct form than there is for believ- 
ing him capable of making the picture that 
adorns the ad. 

The R. & W. Jenkinson Co. last year us 
advertisements which bore no imprint, and y< 
these ads with the imprint produce very muc i 
better results than those without. The reason 
has nothing to do with the imprint. The rea- 
son is simply that the facts about the business 
are clearly and plainly told in the ads that*bear 
that imprint and they were not told in the pre- 
vious ads. Yours very truly, 

Cuarves Austin BATEs. 
_ +o aie 
ROUND THE HUB. 
Boston, Sept. 29, 1898. 
Editor of Printers’ INK: 

A clever advertising idea is put out bya Bos- 
ton coal dealer in the shape of a bushel basket 
which seems to be set over a light, as rays ap- 
pear to radiate from under it. By a string at- 
tached to the lower edge of the card the bas- 
ket can be raised, and this is what you read : 
“Some men hide their light under a bushel, 
not through modesty, but through fear it will 
blow out.’’ The Boston Society of Architects 
have adopted a code of ethics, among which is 
this one : 

“It is unprofessional to advertise in any 
other way than bya notice giving name, ad- 
dress, profession and office hours, and specia 
branch (if any) of practice.’ 

The Board of Police of a in a circular 
have forbidden liquor dealers to put alluring 
signs setting forth the prices of their bottled 
goods i in their windows. In many places over 
New England where the trading stamp scheme 
has played out, schemers are trying to revive 
the plan by introducing what they call the 
‘recreation’stamp.”’ It’s the same old stamp 
scheme, with the only difference that the 
stamps, instead of being exchanged for lamps, 
etc., are good for admission to the theaters and 
places of amusement. GERALD DEan, 


Boston, Ma , Sept. 24, 1898. 
Editor of Printers’ Ink 
Jaynes & Co. , druggists, have a large board 
covering three stories, on which are the words : 
** All the leading brands of cigars, 7 cents, 15 
for $1.” In the middle of the board is a 
painted picture of a man with a perfecto shape 
cigar about 6 feet long in his mouth. There is 
about three inches of ashes on the end. You 
can see the light on the end of the cigar and 
around the edge, and then there comes from 
his mouth steam, which makes a very good imi- 
tation of smoke. It attracts considerable at- 
tention Aclothing store in Haverhill, Mass., 
svys: ‘‘ Ahead of every one else in quality, a 
step behind in price.” DEon, 








PRINTERS’ INK. 


FROM TRINIDAD. 
Paut H. Scuxzrer & Co., 
Zeneral Commission Merchants, 
Port of Spain, 
Trinidad, B. W. I. 
Cable Address, ‘‘Sherlisa.”’ 
TRINIDAD, Sept. 10, 1898. 
Editor of Printers’ INK : 

I sould like to have your opinion, through 
PRINTERS’ INK, as to the value and effective- 
ness of the inclosed ad. It was got out about 
two days before hostilities were declared be- 
tween ‘the United States and Spain, about 3 
o’clock in the afternoon—a time when the usual 
daily bulletin of telegraphic news is received 
here from New York. Excitement the week 











NEW YORK, 2 ec. 


WARIS DECLARED 


To be [:nmnent and 


THE FIRST SHOT 


May be fired at any moment. In 


the meantime, in this hot and 


dusty weather, how cool oue may 
keep by a foaming draught ot cold 
Rep Batt Beer. It will Forttry 


your flagging energy and bring 
PEACE ' to your troubles. 


previous to the decl aration of war was intense 
ere, and the cable office had a constant crowd 
around it awaiting dispatches. The ad was put 
on thegtreets in handbill fashion at this junct- 
ure and created a sensation. 

You have lately, I should think, received 
some subscriptions from Trinidad to your 
Printers’ INK. If so, I believe I have been 
the means of introducing your bright paper 
here, for ever since my first acquaintance with 
it, during my editorship of the Panama Star 
and Herald, | have always held it up and re- 
garded it as the guide book for successful ad- 
vertisers. Yours faithfully. 

Joseru W. Forp. 


—__~+2s 

WAUKEGAN APPRECIATION. 

Office of 

Cuicaco R Me ScALE Co. 
WaAUKIE Daan Sept. 24, 1808. 
Editor of Printers 
Please send me a rn of PrtnTERs’ INK of 
September 14th ; mine failed to arrive, and I 
guess none of them ever reached this town, as 
my attempts to borrow did not succeed, and I 
must have one. I do not think that the loss of 
a double eagle would have worried me as much 
asa single copy of your valuable paper did. 
Printers’ INK has no more faith ful pupil than 

Yours truly, LAYER. 


oo 
IN SHERMAN, TEX. 
SHE RMAN, Tex., Sept. 
Editor of PRintE Rs’ Ink: 

In a show window of one of the leading 
gents’ furnishing houses appears a. perfect imi- 
tation of a hat mz ide entirely of Pine and un- 
derneath the words “alpine hat.””. Yours very 
truly, sON DICKERMAN, 

‘City Editor De mocrat. 























12, 1898. 
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ONE SOLICITOR’S REPLY. 


34 WEsT 26TH STREET, 
New York, Sept. 24, 1898. 
Editor of Printers’ INK: 

The communication from F. W. Kimball 
that was published in your issue of Sept. 21st 
is characteristic of its author. Nobody else on 
this earth would use his advantage as an adver- 
tiser to publish a needless,senseless and ground- 
less slur upon a class of workingmen who 
never did him any harm, but whom he has now 
placed in a position to do so. Tlie wholesale 
slandering of these gentlemen, who average as 
good as men in other walks of life, would not 
be thought of, much less attempted, by an ad- 
vertiser of principle. Those who are capable 
of such despicable conduct “ can all be counted 
on the fingers of one hand,” and have four 
digits to spare. Your caption, “ Unsolicited 
Damnation of Solicitors,” is excellent and 
praiseworthy. It is also a merited and well 
administered rebuke, whether designed to be 
or not. The fastidious Mr, Kimball is likely 
also to incur the everlasting displeasure of an- 
other class of men for presuming to encroach 
upon their cherished and much exercised pre- 
rogative, to damn all solicitors. I refer to pub- 
lishers and other employers of solicitors who 
dare not swear to a circulation statement, nor 
base the payment of a contract for advertising 
upon absolute proof of circulation, or of such 
other service as the advertiser may be entitled 
to. The idiotic conduct of these employers is 
wholly responsible for the contempt that many 
advertisers feel for the average owner of adver- 
tising media, as well as for the rude treatment 
accorded their representatives. In no other 
line of business does an employer discredit his 
own salesmen, or disparage their moral worth 
with actual or prospective patrons. Kimball's 
onslaught is directly traceable to this cause. 

EpwARD TILESTON. 


- +2 
IN WORCESTER, MASS. 
Worcester, Mass., Oct. 3, 
Editor of Printers’ INK: 

The Grand Union Tea Company of this city 
makes a specialty of displaying live animals in 
its show windows. Its latest exhibit in that 
line was a dozen guinea pigs. An effective 
window display made by Brewer & Co., whole- 
sale and retail druggists, recently, was a col- 
lection of old prescriptions that have accumu- 
lated during the many years that the house has 
been in business. There were tens of thou- 
sands of them, many yellow with age. The 
Modern Merchandise’Company, retail clothing 
dealers, bought a second-hand police patrol 
wagon some time ago, and have since used it 
as an advertising wagon to send out their corps 
of distributors, who carry handbills and circu- 
lars. The wagon is equipped with a big gong, 
and it has attracted a good deal of attention. 
J. C. Wood, a local bicycle repairer, runs a 
novel advertising wagon about town. It is 
labeled bicycle ambulance, and upon one side 
is a large painting representing an imaginary 
machine, with innumerable gears and cogs. 
The top of this machine is amammoth hopper, 
into which all sorts of worn out bicycles are 
being dropped, while at the other end of the 
machine trim new wheels of the latest model 
are being taken away, conveying a more or less 
vivid impression that J. C. Wood can take an 
old used-up wheel and run it through his re- 
pair shop and make it as good as new. 

C. Frep Crospsy. 
: pow 

Tue building up of a business by advertising 
depends just as much upon the way new cus- 
tomers are treated as it does upon inducing 
them to come for the first time.—7odacco 
Trades, 








1898. 
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INDIANAPOLIS, Ind., Sept. 20, 1898. 
Editor of Printers’ INK: 

A firm of advertising pill makers did some 
very effective advertising here lately. They 
distributed samples of their pills from house to 
house, and some wee fellows followed in their 
footprints, gathered up a satisfactory number 
of said pills, and then had.a feast. There 
were several families that didn’t know what 
ailed their ‘‘ hopefuls ” until it leaked out that 
a pill eating had taken place. They came near 
it, but none of them died. A druggist in the 
neighborhood where the advertising took effect 
told me the people were “‘ soured ”’ on this kind 
of advertising, owing to the fact that children, 
like goats, eat everything that comes along— 
from soap powder to corn cure. 

Geo. B. Forrest. 
i 
IT BROUGHT INQUIRIES. 
Office of 
PostaL ADVERTISING AGENCY, 
40 Dearborn street. 
CHICAGO, Sept. 21, 1898. 
Editor of Printers’ Ink: 

Please accept our sincere thanks for the un- 
solicited reproduction of our postal card in 
your issue of September 14. To your excellent 
publication we are indebted to inquiries from 
some of the largest advertisers in the country, 
as well as wholesale houses, retailers and in- 
dividuals. All sections are represented; no 
place seems so inconsequential or remote but 
that it harbors some of your readers. Again 
assuring you of our appreciation, we are, 

Sincerely yours, 

PostTAL ADVERTISING AGENCY, 
Louis C. Block. 
ORIGIN OF TEXTILE NAMES. 

About the year 1329 the woolen trade of 
England became located at Worsted, about 
fifteen miles from Norwich, and it was at this 
place that the manufacture of the twisted double 
thread of woolen, afterward called worsted, 
was first made, if not invented. Linsey-wool- 
sey was first made at Linsey, and was fora 
long time a very popular fabric. Kerseymere 
takes its name from the village of Kersey, and 
the mere close by it, in the county of Suffolk. 
We have to thank Gaza, in Palestine, the gates 
of which Samson carried away, for gaze or 
gauze. Gazameans “treasure ”’ ; and precious 
to the fair is the tissue which covers without 
concealing their charms. Voltaire, wishing to 
describe some intellectual but perhaps some 
dressy woman, said: “‘ She is an eagle in a 
cage of gauze.’’ Muslin owes its name to 
Mussoul, a fortified town in Turkey in Asia. 
Tulle obtains its name from that of a city in 
the south of France. Travelers by rail in 
Brittany often glide past Guingamp without 
remembering that it was here that was pro- 
duced that useful fabric gingham. Damask 
derives its name from the city of Damascus ; 
calico from Calicut, a town in India, formerly 
celebrated for its cotton cloth, and there also 
calico was printed ; cambric from Cambray, a 
town in Flanders, where it was first made ; and 
tweed from a fabric worn by fishermen upon 
the River Tweed.— Se// Culture. 





Seiceecineersa eenieminee 

Ir is almost invariably the people who are 
not habitual advertisers who are induced to part 
with their money on such worthless advertis- 
ing schemes as folders, clocks, hotel registers, 
hotel desks, railroad time-tables, and a host of 
other devices that might be mentioned. Money 
so spent might almost as well be thrown into 
the lake. Even if it costs only a dollar, it is 
that much money thrown away. 





PRINTERS’ INK. 
ONE DRAWBACK OF SAMPLING MEDI- 
CINES. 


THE KOLSPAR CASE. 

PrinTErs’ Ink contains an article on ‘‘ How 
Salt Could be Advertised.””, We haven’t read 
the article, but we know how salt was once 
advertised in this town, It was advertised as 
“* kolspar,’”’ and was guaranteed to increase the 
heat of coal while it was burning. Of course, 
the great discovery of ‘‘ kolspar’”’ was a pro- 
found secret, held by a Boston genius. He 
had learned how to increase the heating capac- 
ity of ordinary anthracite—if one believed his 
advertisements—and he wanted the world to 
share with him the benefits of his great dis- 
covery. Newspaper proprietors, not being in- 
fallible, permitted the insertion of the “ kols- 
par” advertisement, and the sale commenced. 
It was a success, too. From the beginning 
“kolspar ”? took with the people and sold like 
the “‘ hot stuff ” it was alleged to be. 

But then came a fatal day when somebody 
tasted it and that somehody declared that it 
tasted like common, ordinary table salt. Then 
a bright idea struck the taster. He would try 
table salt on his fire. He did, and apparently 
adding salt to the live coals increased the 
volume of heat, which radiated from them just 
like ‘‘ kolspar.””. That man ‘‘ smelled a mice,” 
as the German would say, and straightway he 
persuaded some of his neighbors to try the salt. 
They did, and the result was that they all came 
to the conclusion that when they bought 
“ kolspar ’’ they bought a gold brick in a modi- 
fied form. Of course they were mad. Why 
shouldn’t they be? Every man gets mad when 
he finds he ioe been duped and induced to 
make an ass of himself. Then the communica- 
tions began to pour in upon the newspapers 
and a general investigation commenced. The 
newspapers, as soon as they discovered the 
real nature of ‘“‘ kolspar,”’ refused absolutely 
to continue the advertising, and the bunco 
man’s bonanza was at an end. 

If there is any moral to this it is that -adver- 
tising well done can be made to do wonders. 
There was no moral to the thing, so far as the 
“kolspar’? man was concerned; in fact, he 
didn’t seem to care a rap about things moral, 
but he got the cash, and he got it because he 
advertised. The fact that the article he adver- 
tised extensively was worthless, and not what 
he claimed it to be, seemed to make no differ- 
ence with his profits. He made money while 
the newspapers continued to take his adver- 
tisements. | While the man was unscrupulous, 
he yet had about him some of the cardinal ele- 
ments of a good business man. He knew the 
value of advertising, and, possessed of that 
knowledge, he knew he could make money. 
The man who is in trade without knowing the 
value of advertising is foredoomed to failure. 
Better for him that he possessed some of the 
astuteness of the ‘‘ kolspar’’? man. That tinct- 
ure, with moral perception, would make him 
respected, as well as successful, and what 
more can a tradesman hope to achieve ?— 
Binghamton, (N.Y.) Herald. 

Sa een 
HIS HOSTS ABROAD. 

Thomas Wentworth Higginson went abroad, 
as he tells us in his vivacious “ Cheerful Yes- 
terdays,” and there met many eminent men. 
Let him relate the sequel : 

“Returning to my American home, I read, 
after a few days, in the local newspaper (the 
Newport Mercury) that I was reported to have 
enjoyed myself greatly in England and to have 
beer kindly received, ‘ especially among ser- 
vants ana rascals.’ An investigation by the 
indignant editor revealed the fact that the scrap 
had been copied from another newspaper, and 
that a felicitous misprint had substituted the 
offending words for the original designation of 

? . as : :” 
my English friends as ‘ savants and radicals. 
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THE 


IDEAL STEAM COOKER 


AND 


Woman’s 
Home 
Companion 


N these days of competition when uncertain values, reck- 
less statements and “‘ pet papers” Of agents are numerous, 
it is well for the advertiser to do some thinking on his 
own account. 

Advertisers of food prsducts especially are cautious and 
timid because of the uncertainty of the quality of the sub- 
scription list. 

here is but one way to tell—run your advertisement 
several times in a dozen or more leading national mediums— 
then compare results. This is just what the Toledo Cooker 
Co., manufacturers of the Ideal Steam Cookers, did, and this 
is their report: 


THE BANNER MEDIUM. 


“We beg toinform you that we consider the Woman’s Home Com- 
PANICN our Banner medium for advertising the Ideal Steam Cooker, and 
we use about thirty of the principal national mediums of the country. 

The actual results show that for the money expended the COMPANION 
has paid nearly double in comparison with the . 

An inch advertisement in the WOMAN'S HOME COMPANION pays as well 
as the same in the and at about one-third the cost. 

Our decision is not reached through single insertions in any publica- 
tion, but only after several months’ continuous advertising. 

We are highly pleased with the constant improvement shown in each 
successive issue of the WOMAN’S HOME COMPANION, and consider it an ideal 
paper for reaching the best class of homes throughout the country.” 
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This testimony in favor of the COMPANION is in keeping 
with the experience of other noted food product advertisers— 
notably the Franklin Mills Co., manufacturers of ‘‘Wheatlet,” 
who advertised liberally in the principal magazines, and 
found that the Woman’s Home CoMPANION paid as well as 
any two others combined. . 

Food product advertisers are especially well treated in 
the COMPANION, this being considered high-class business 
which is taken care of on the Cooking and Housekeeping 
pages, when copy and cuts arrive in time for classification. 

Let us send you the testimony of many—we have it. 


Mast, Crowell & Kirkpatrick, 
SPRINGFIELD, OHIO. 


1643 Monadnock Block, 108 Times Building, 
CHICAGO. NEW YORK. 


AY 
Z\n. 





o> 
hat 






us 
7 
Wd 











Py ore ea —ponerym. - may ervye viedo 
iGO S FASSNTENICAY TIEN IASS IENMDN 9 t SIESTA RS 
NSA WIL RAIS L7X, LEER SS > 
Sy 


Ze rN > \\ 

Z SpISAZ MALAI R™ Pd 

Same LAINE RNT NDT! VATICAN AZ ANSSANSENSTNSS NLT TEN 
PPP PPP PLP PPP PPP PPP 


eA 
LW 







vt: 


Ves TACK CS T/IN MINI SUN MILLAN VASA 4 ee Nii y VIII GA IZING IANA NT T/SINV/SINYS ‘-s 
AS i x ~ 7 UGGS GAWD GARRSANIEWYEANNIE 

BIER ENN ANAT RATA SS AERA TS URS INI RI RASS ETERNAL 

SMO) LAD ACDAN INTE. KS hy NSSELNSTINSTINSLNSTN LESAN N74 






PHOTOGRAPHS. 

Always get albumen prints where possible, 
because these make better half-tones. There 
has been an impression that platinum or velox 
prints were better for half-tones. But they do not 
give the detail as clearly as the reddish brown 
albumen prints.—A dve rtising E Experience. 

pans Stipa 

OL Lp traditions, maxims and rules of adver- 
tising are gradually being swept away. Adver- 
tising, more than anything else, must be up to 
date to be attractive, consequently it is ever 
changing in matter, manner and method.— 
Fame. 


Classified Advertisements. 
Advertisements under this head iwoiimesor more 


without display, 25 cents a line. Must 
handed in one week in advance. 


WANTS. 
9) = CTS. a line for 50,000 proven. WOMAN'S 
aJW ORK, Athens, Ga. 


W ANT orders for cires., almanacs, catalogues, 
books; long runs only. P. CC., Printers’ Ink. 


\ 4% ars rent and sell letters peptying 00 eda. 
RESS LETTER EXCHANGE, Sta. E, 


ft ECT haif-tone cuts, | col.. $1; larger, le. 
per in. ARC ENGRAVING co., Youngs- 
town, Ohio. 


MA order men, write for our proposition; 
clean goods; large profits. 613 Consolidated 
Exchange Building, Capea, Il. 


W ANTED— A capable adve rtising manager for 
a live daily in a town of fifteen thousand 
pop. Address MESSENGER, Owensboro, Ky. 


” OUNG man. 10 years reporter. editor, proof- 
reader, job compositor and pre ssinan, wants 
positioninland. “ WORKER,” Printers’ Ink. 


’ ANTED—Cash rates and late copy weeklies 
or tri-weeklies of eee circulation where 
published. H. & M. ART CO., Chambersburg, Pa. 


’ ANTED—Case of bad health that R'I-P*A‘N’S 

will not benefit. Send 5 cents to RIPANS 

CHEMICAL CO., New York, for 10 samples and 
1,000 testimonials. 


\ 7 ANTED Newspaper me men to know that I 
have genuine bargains in weekly —_——- 
Bivi plants—in live business situations . we 
AVID, Confidential ul Age nt, Abington, Me 


OURNALIST of rec ognize ed ability and experi- 
e) ence, at present editor and market writer 
on leading trade weekly, desires change. Rea- 
sons and refe rences satisfactory. “A. D.,” care 
of Printers _— 


{) XPERIENCED, successful publisher and ad- 
wv vertising man desires to associate hinself 
with a good weekly or monthly publication, 
where he could ultimately acquire (by ,pure hase 
or otherwise) an intere st. Address “LAFAY 
STTE,” care of Printers’ Ink. 


AN N established and newly equipped steel and 
copper, plate and die, engraving and stamp- 
ing department (power machiner: y) in one of the 
leading printing houses in Baltimore, population 
¢00,000, will be leased as a department. Address 
““ LEASE,” care of Printers’ Ink. 


\ TANTED, PARTNER—An active newspaper 
man, ‘who is satisfactory, can purchase 
half interest in an agricultural paper in the Cen- 
tral South, with bona fide subscription list over 
5,00. Reasonable salary. Only $1,200 required. 
Address “* FARMER,” care Printers’ ink. 


VV ATED — A newspaper. The advertiser, an 
experienced newspaper man, wishes con- 
trolling interest in a newspaper having prosper- 
ous possibilities-a daily newspaper in > town 
with forty thousand people or more. He has the 
experience and the necessary funds. Address, 
in confidence, “ N. M.,” care Printers’ Ink. 
N EWSPAPER M EXCHANGE offers to pub- 
+ lishers in need of competent editors, writers 
or reporters choice of best men available. To 
newspaper men seeking positions the Exchange 
offers advantages of co oe “gee : — Com- 
mission from positions fil » to pub- 
lishers. Particulars of NE épap ER MEN" 'S EX- 
































CHANGE, 21 Besse Bldg., Springfield, Mass. 
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( pXE of he largest department stores in N. Y. 

City wants a first-class advertising man. 
Must have original ‘ideas and be a good adwriter. 
Answers will not receive attention unless they 
state experience as well as names of former em- 
ployers. Address “* ENERGETIC,” Printers’ Ink. 


HAVEa scheme for a legitimate, honorable 
business enterprise that will net $100,609 a 
year on an investment of $25,000 cash and a lot of 
hard work on my part. Sounds like fiction, but 
it is the truth. I had $2 ,000 I would not want 
a@ partner, but RF nothing Ido. 1 am gomg 
to be very particular who I take into the plan. 
Are you the man! Address“ BONA FIDE,” P.O, 
Box 2163, New York. 


Spee We are using over a hundred gross of 

‘orks a month of an extra-fine ga A and 
are paying $3 per thousand for them. The size 
is & inch diameter by % inchlong. They are fine 
corks (and have to be), one end guaranteed fine. 
We want to hear from a dealer who is ready to 
furnish a better cork for less money. Come and 
see us, with a sample. Will contract for a thou- 
sand gross. THE - iced CHEMICAL co., 10 
Spruce St., New York 


i ee manufacturers a and investors. A business 
man, having large interests incompatible 
with each other, offers a splendid a 
for manufacturers of high-grade toilet requi- 
sites. Noexperiment. Very well established in 
the West. Finest testimonials. Protected by 
trade-mark, and transfers recorded in patent of- 
fice. Notriflers. Full particulars to capitalists, 
manufacturers or manufacturers’ agents. Ad 
dress “ FINE INVESTMENT,” care Printers’ Ink. 
Wy 48te D—A party who has the requisite ex 
rience, talent and energy to write up an- 
nouncements of editorial features in a taking 
style, so as to arouse interest an’! curiosity, who 
can dig up magazine articles having strong ad- 
vertising points, an 1 who can prepare advertise- 
ments to send to subscribers, and similar work 
in the circulation and editorial de og gees nts of a 
magazine ina Western city. Mu x rienc- 
ed. Address ‘* WESTERN MAGAZINE ” care of 
Printers’ Ink. 


( ge AL letters from ag agents, salesmen, suf- 

ferers of catarrh, asthma, dyspepsia, stom 
ach troubles, facial blemishes, ‘nervous de bility, 
ete., answering advertisements of above lines, 
for rent at $2 per 1,000 and up, for 30 day use, to 
circularize. Over five million letters in stock, 
late dates, all kinds. Largest letter brokerage 
and addre 88 supply house on earth. Any kind of 
address, in any quantity, at lowest rates, and all 
kinds of letters bought at hichest or ices. “AD- 
VERTISERS’ LETTER BL — . E. Bailey, 
mgr., 113 W. 3ist St., N. Y. 


Qitu ATION as adveriaing manager wanted 
.) bya business man of ability, with a national 
reputation as an authority on matters of adver- 
tising and printed matter, both as to writing, 
designing and placing. Has already his cwn 
business, which will not conflict with any other. 
This occupies nearly one-half his time, and he 
wants to devote the other half to some large 
eget a ~ mercantile house (not retail) 
in Ne w York y. A house that will not require 
a man’s entire "time can in this way, for a small 
sui, get the services of a party whose exclusive 
employ ment would be worth $12,000 a year. This 
man is a rapid worker, and can accomplish ina 
few hours what anothe 3 oo not do in a day. 
It has been said of :*He probably buys 
space as cheap and puts out as attractive adver- 
tisements as any man in all America.”’ Proofs 
are 74 to furnishif yeu are interested. Address 

‘BONA FIDE,” P. O. O. Box 2163, New York City. 


W ue 
WANT 
HIGH-GRADE 
ADVERTISEMENTS: 
CAN WE GET YOURS? 
50,000 GUARANTEED CIRCULATION. 

Rates, 25 cents per agate line, each insertion. 
All ads next to reading matter. 

$1. 4 oeyee lines $ ee = buys 4 inches 





















1.25 lines 5 ine 

1 rn wa 6 lines Hy 0 “  6ine hes 
175 “ Minch 450 “ half col. 
3.50 “ inch 49.00 “ one col. 
7.00 “ 2inches 98.00 “ half page 


W.50 “ 3inches 196.00 “ 1 page 
Only first-class matter accepted. Parties with- 
out good commercial rating must send cash with 
order. Cuts must not be over 23-16 inches wide. 
Copy for an issue should reach us by the 25th of 
previous month. An adv. that will pay anywhere 
will pay in WOMAN’S WORK, Athens Ga, 





PRINTERS’ INK. 


NEWSPAPER METALS. 


ONEST electro, stereo.and linotype metals 
H E. W. BLATCHFORD & CO., Chicago. 
+ —— + 
ILLUSTR ATORS— AND ILLUSTR ATIONS. 
SENIOR & CO., Wood Engravers. 10Spruce 
] | e St.,New York. Service good and prompt. 











- 
MAILING MACHINES. 

\ ATCHLESS mailer, $12 net. “‘ beats the beat- 

4 er.” KEV. ALEX’D’R DICK, Meridian, N. Y. 


I ORTON MAILER ($20 ae), ne exact, most 
rapid, most ae ked. For sale at all 
branches AMERICAN TYP E ro )UNDERS’ CO, 








SU. PPLIES. 
yas BIBBER’S 
Printers’ Rollers. 
ih PAPER is printed with ink manufact- 
ured by the W. D. WILSON PRINTING INK 
Co.. L't’d, 10 Spruce St., New York. Special prices 
to cash buyers. 











NEWSP. 1PER CH. ANCE*. 


HAVE a great opening ing for a newspaper man 
with $10,000—another $6,000,and severa) splen- 
did weekly plants in New York, New Jersey, Del- 
aware, Penn. and New England. I have one daily 
and weekly and two weeklies, a little run down, 
in good locations, at the right prices. Fine op- 
Ee TC; s to build up big paying plants quickly. 
F. DAVID, confidential salesman of newspaper 
Shain, abinkton, Mass. * 
a 
AGRICL JLTURE. 


|? you would reach the farmers, use the col- 
umns of Lippman’s Almanac—one hundred 
thousand copies guaranteed, and the Memoran- 
dum Books—two hundred thousand copies guar- 
anteed. For ten dollars we can give you an 
advertisement of four lines in the entire edition. 
These books have been published by us for twenty 
et 
* LIPPMAN BROS., wholesale druggists, Lipp- 
man’s Block, Savannah, Ga. 


MISCI LLANEOUS. 


\ ’ ANTED—Rates and samples of bicyc 4 and 
farm papers. MORLEY, Bailey, Mich 


“ce $x? ’EM ALL” Stogies are hand-made 1 

4 filler, noamiee ingredients, os to. 
cigar ; $15 per 1,000. Samples maile ed, at. 
guar. ‘JNO.& JOS, Li (OBMIL LER, Wellebure, w. va. 


QE} °ND your name on a small postal for a sample 

‘ of my Large Postal for advertisers. I argest 

and strongest on the market and o1e .75 per 

1,000. WM. JOHNSTON, 10 Spruce St., New ‘York. 
- > — 


ADVERTISING NOVELTIES. 


N OVELTIES and ~ calendars. Clasp Co. Sells 
4 direct. Noagents. See ad below. 
1) NOVELTIES, Ad Calendars. Write CLASP 
CO., Buchanan, Mich.., for samplesand prices. 
( UR mailable bill hooks are business builders. 
Free sample and folders. AMER. BILL FILE 
, Ft. Wayne, Ind. 


gee the purpo 























co, 





se “ot inviting announcements 
of Advertising Novelties. likely to benefit 

reader as well as advertiser. 4 lines will be in- 

serted under this head once for one dotlar, 


—__~+ - > —___—___ 
PRINTERS 


F = are a believer in printing that makes a 
, it wiJl pay you to send your order to THE 
LOTUS PRESS, Printers, 140 W: 23d St , N. Y. City. 


K. RICHARDSON, printer to advertisin; 
“J. agents and others requiring good wor 
from good type and good ink. 249 Pear] St., N. Y. 


)FFECTIVENESS considere od, our type is much 

4 cheaper than any other. We give better 
quality, but make no extra charge for extra 
quality. Why buy even the second best when the 
best costs you no more? AMERICAN TYPE 
FOUNDERS’ COMPANY. Branches in all the 
principal cities. Kverything for the Printer, 
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NEWSPAPER INFORMATION. 


r% the latest newspaper spaper information use the 
latest edition of the AMERICAN NEWSPAPER 
ed September 1, 1898. Price, 
on receipt of price. 
,10 Spruce St.,New York. 


DIRECTORY. Issu 
five dollars. Sent free 
GEO, P. ROWELL& Cv, 


7 = 
A DVERTISI NG MEDIA. 

VV Omar's WORK, Athens, Ga., 4 lines $1. 

W OMAN’S WORK, 50,000 proven, 25 cts. a line. 


VV oan’s WORK, Athens, Ga., 25 cts. a line 
for 50,000 proven. 


MERICAN HOMES, Knoxville, be nn.; 1 yr. $1, 
including 40-word ad. Disp. 1 5e ag. line. 


4( y* ORDS, 5 times, 26 cents, ENTERPRISE, 
Brockton, Mass. Circulation exceeds 6,( 00. 


DV —_ RS’ GUIDE, Newmarket, N. J., 8c. 
line. Cire’n 4,000. Close 24th. Sample free. 


» EPUBLIC-JOURNAL, Littleton, N. H. 2,800 
\ circulation. Linotype composition. Send 
for rates. 
NY person advertising in PRINTERS’ INK 
to the amount of $10 is entitlcu to receive 
the paper for one year. 


Ronan MATRIMONIAL JOURNAL. circula- 
tion 30,000 a month, close 2 th. Adv. rates 
30c. per line. C. H. ROWAN, Milwaukee, Wis. 
‘HE Rochester, N. H., COURIER, weekly, hesthe 
largest pone aN of any paper in a manu- 
facturing city having a population of 7,396. A 
good country paper at a great trade center. 


T;= YOUNGSTOWN SUNDAY NEWS offers 

$100 reward if they haven’t got the largest 
circulation in that territory of 100,000 people. 
Rates, 20c. inch. Address NEWS, Youngstown, UV. 


AL: ANY TIMES-UNION is the best advert ising 

medium in the capital city because it has a 
larger paid circulation than all the other dailies 
combined. JOHN H. FARRELL, editor and pro- 
prietor. 


REACH OREGON, Washington and Idaho pro- 

gressive farmers via the WEBFOOT PLANTER, 
the leading farm journal of the Pacific North- 
west. 5, copies monthly guavanteed. Write 
for rates and a copy. They will interest 
you. WEBFOOT PLANTEK CO., Portland, Ore. 


F you have what teachers and school officers 
want, they'll buy it if you advertise in the 
JOURNAL OF EDUCATION. ‘This educational week- 
ly covers the entire country, reaching the most 
influential teache rs, prine ipals and superintend- 
ents in every State in the Union. It hashad their 
confidence for nearly twenty-five years. Write 
to-day forsample copy and terms. Address JOUR- 
NAL OF EDUC ATION, 3 Somerset St., Boston. 


BOUT seven-eighths of the advertising done 
fails to be effective because it is placed in 
popers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right adveriisement and put it in'the 
right papers, your adv a will ate on Corre- 
THE 




































spondence solicited. Address GEO. P. 
ROWELA ADVERTISING CO., 10 Spruce St., N. Y. 
DEALERS’ MAGAZINE, New 


I [4% ARDW. —— 

York, hos a wide circulation among the 
best hardware and house furnishing goods tradcs 
throughout the United States, Canada, Mexico, 
South America, Australia, Great Britain, Kurope 
an‘ South Africa. Offers any manufacturer «e- 
siring to reach the wholesale and r tail hard- 
ware trade of the world the most positive and di- 
rect service at as low a cost as is consistent with 
the service render ed. 


_ TO ADVE RTISE RS. 

We publish the New York Mustcat Ecuo, 
consisting of 32 pages and cover—pages 12x14— 
containing portraits of actresses, vocal and 1n- 
strumental music. 

if you want to contract for 500 copies, you to 
take them as you want them, we will give you 
the back page for your advertising and ¢ harge 
you six cents a copy for the Ecno. You could not 
give away anything to your lady customers that 
would be mere levy than the New YorK 
Musica. Ecno. 

NEW Yourke MUSICAL ECHO CoO. 
Savannah, Ga. 








ADDRESSES A ND ADDRESSING. 


CPsssiFizp ADDRESS Agents, invalids, 
trades, ete. Authenticity gurranteed. State 
class, quantity and secure rates, F. Kt. ¢ ARTER, 

Inc., 114 W. 34th St., New ork. 


© YOUTHS’ addresses from_ State 
2() 000 building registers on Trans-Missis- 
ippi & International Exposition ~— Omaha. Em- 
braces lll., Wis., a., x - and 
Colo. Only fresh, reliable list for this terr itory 
to be has. Publishers sampling this list will get 
business out of it. mple sheets and rates for 
postal. Keferences, Dun and Bradstreet. A. ‘I. 
R tECTOR, Omaha, Neb. 
ee —_—_—_—_— 
FOR SALE. 


& BUYS 4 lines, 50,090 proven. WOMAN’S 
€ 9 


WOKK, Athe 
SOR SALE—Ten R'‘I'P*A‘N’‘S for 5 cents at drug- 
gists’, One gives relief. 
DAs uY pay per, job. office, w England city of 
25,000, for $4,000. “B.S. E.,” Printers’ Ink. 


ch € CASH buysa five-year-old weekly in a 
$ 200 town of 15,000, Write for particulars. 
5. D. NORTON, Job Printer, Ithaca, N. Y. 


|: poe a 4LE—Only Sunday paper in Ohio city of 

. Good circulation and advertising 
Lm. 7 Easy terms, low price. ‘gigas quick. 
Address * OHIO,” care | ters’ In 


De! me with newo md-hand machinery 

he most v value for your money. Cashor 
a AMERICAN TYPE FOUNDERS’ COM- 
PANY. Branches in Boston, N. Y., Phila., Balt > 
Buffalo, Pittsburg, Cleveland, Cinn., Chicago, 
St. Louis, Winn., Kansas City, Denver. ’Prise« », Los 
Augeles, Portland (Ore Spokane, Dallas, ‘Atinnta. 


\ TILL sell or lease a first-class Re publican 
weekly in one of the best counties in Ili 
nois. The only Republican peper in the county. 
A fully i job office, containing presses, 
type, etc., to do »ny job that comes along Rent 
cheap, expenses low. Terms oe Investigate 
this,it will pay you. Addr ss ° *RX,” Printers’ Ink. 


[* N the plant of the Sag‘ naw Globe, which came 

to us when that paper discontinued publica- 
tion on September 3d,is a ee Thorne type- 
setting machine , whic h we offer for sale. The 
machine was put in in the summer of "94, and ' as 
with ita % horse power 500 volt motor, togethe r 
with all shaft and _ belt connections. There is 
bs sen to machine about 400 pounds of type which 

i fairly good condition. For particulars ad- 
, 44 THE EVENING NE \\8, Saginaw, Mich. 


ADVERTISEMENT CONSTRUCTORS. 
ONES. 
J 
















































1 pIXEY, 150 Nassau St. 
JONES, 101 World Bidg., N. Y. 
e 


( ‘YHAS, A. WOOLFOLK, 446 W. Main St., Louis- 
/ ville, Ky. Two trial ads $1. 


Aa booklets written. Cuts in stock. R. L. 
CURRAN, 1293 Broadway, N. Y. 


LL AM & SHAU! GHNI iis toe 623 & 
624 Temple Court, New York. Write 


1 0 CENTS for 50 good advertisements shown in 
every issue. $1 yr. AD BOOK, San Francisco, 


\ 7 RITE me about the ads you want written. 
JED SCAR BORO, 2) Morton St., Brooklyn. 


1*; you intend to issue a catalogue, our igen t, 
Ctalogi«, will be of interest to you. H. V WIL: 
SON HOYT, 2and 4 Elm St., New York. 


(en ad on the back cover of the Tadies' Home 
Journal for September cost $4,000, T de- 
signed and placed it there. CHAR LES SUSTIN 

BATES, Vanderbilt Bidg., New York. 


I AM writing, illustrating and electrovyping 

newspaper advertisements for some of the 
largest advertisers. Let me figure on yours. 
M. P. GOULD, New Haven, Conn. Send 10e. for 
“ Ideas.” 


4 Na ads of the New York Journal on th last 

page of PRINTERS’ INK are examples of one 
sort of trade paner designs made in my ar 
partment. CHARLES AUSTIN BATES, Vander- 
bilt Bldg., New York. 
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Ts only writer of exclusively medical and 
drug adve rtising. Advice or samples free. 
ULYSSES G. MANNING, South Bend, Ind, 





ego if bag name on a small Jom. for a copy 
my large pena wM. STON, Man- 
ager P rinters’ Ink Press, 10 Spruce St., N. Y. City. 


yX McClure’s and Munsey’s you will find exam- 

Por iF of = full page and half page magazine 
ads tor i. Faber Pencil Go. and k. & W. Jenxin- 
son Co, toe 8). ,HARLES AUSTIN BATE», 
Vanderbilt Bidg., — York. 


N ERC HANTS and others who wish to adver- 

i tise successfully and don’t know how should 
employ professional adwriters. We have had 15 
years’ experience, Five cents ‘an inch is all we 
charge forour service. Terms, cash with order. 
No order taken for less than 25¢e. Send descrip- 
tion and price of goods you wish to advertise 
and we will do the rest. Address SOUTHERN 
ADVERTISING AGENCY, Box 229, Savannah, Ga. 








WOLSTAN DIXEY, 
Writing. Illustrating, Ideas, "Plans and 
Advice for Advertisers. 

My free booklet, “ business,” will give 
you a good idea of my style and 
methods of work. send for it. 

150 Nassau Street, 

New York. 


\ ‘ILL it please the eye and hold the attention ! 
lhat is the test we apply to all printing of 
an advertising nature. Our practical experience 
as printers and advert rsand our art education 
qualify us to decide correctly. When it passes 
our criticism you will probably find no improve 
ments to suggest. We can help you make your 
7 oe and pamphlets more profitable. THE 
OTUS PRESS, priz — rs oe — that makesa 
hit, 140 West 23d St., ty. 


OHNSTON attends to the whole business- 

° writing, designing and printing. I believeI 
can get up an advertise ment or booklet or circu- 
Jar as well calculated to sell goods as any person 
in the business. I have better facilities than any 
other man in the land for turning out the fin- 
ished job. It is all done under my personal 
supervision. I am always on deck myself. No 
matter what you may want, write me about it. 
Send your name on a smali postal for acopy of 
my large postal. WM. mat la at ee 
Printers’ Ink Press, 10 10 Spruce St., N. ¥. Cit 


WE MAKE TYPE that attracts and inthe 

fashions in typography. Our selection ex- 
ceeds in extent the combined product of all other 
type foundries here and in Furope. Our designs 
are so superior that all the world is our market. 
ae a success intype and almost invariably we 

the originators. Consult the managers of 

our brane hes in Boston, N. Y., Fhila., Balto., Buf- 
falo, Pittsburg, Cle »veland, Cinn., c hicago, St 
Louis, Minn., Kansas City, Denver, ’Frisco, Port 
land (Ore.), Los Angeles, Spokane, Dallas, Atlanta. 
Agence ies in Toronto, London, Madras, Melbourne, 
Senet, : Adelaide. AME RIC: AN TYPE FOUN 

RS 


i Nie profitable placing: of advertising consists 

first in preparing good copy. Copy that 
says what ought to be said in a convincing way. 
Second in setting the matter in such type as will 
catch the e) and embe llishing the same witha 
picture if one can be determined on that will tell 
its story ata casual glance. ‘hird,in the selec- 
tion of papers that reach the largest number of 
the right sortof people and sell advertising space 
at areasonable rate—not low priced papers ; but 
those that are at the same time Ligh priced and 
cheap on account of the great service they can 
render. To secure these points tor the adv ertiser 
who employ s our practice and prefession. 
Address THE GEO_ P. ROWELL ADVERTISING 
CO., No. 10 Spruce St.. New York 
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oo SEE mv mony advertisement on OO 
OO page 15, this issue. fore) 
oo oo 
00 — ——_ —__ - — oo 
00 0o 
00 CHAS. F. JONES, oO 


OO Writer and Illustrator of Advertising. OO 
OO Practical Advice on Business Subjects. OO 


oo Suite 101, World Building, 0o 
00 New York, U.S. A. 90 
oo 
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DAILIES 


Our iit 


aera nt dV fQuoods yg. 


10 mpm St., New a 








When an advertiser wishes a 
class weekly like Printers’ INK 
or the Christian Advocate, or a 
monthly like the Ladies’ Home 
Fournal, that is not ashamed to 
let its circulation be known, we 
take his order, but the wise ad- 
vertiser of to-day will tell his story 


boldly in a good daily and get 


Immediate 
Results! 








PRINTERS’ INK. 





When you are ready to 


place your appropriation for 
Street Car Advertising con- 

: sult reliable parties and save 
time, money and annoyance. 
We control the largest and 

best number of America’s prin- 
cipal cities, have 14 branch 
offices, skilled employees to 


properly place and look after 


your advertising, anda glance 


GEO. KISSAM & CO., 





























PRINTERS’ INK. 
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in our cars will show you the 


world’s largest advertisers rep- 
resented. Our system is 
«peculiar to itself” and up to 
date, approached by none! 


You want the best--and 


you want it right! Send for 


our folder showing list of cities 
wherein reliable Street Car 


Advertising is assured. 


253 BROADWAY, N. Y. 
6044 ope pp «, a ‘, 4, A, _, 4) A, 4‘, A, A, 4, 4, 
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Street C 
and boinds. 
Awvertis 
theorie, hav 
placedis we 











5, 7 - of payng pi 
| W: are 1 
{ \ 
| We control Do the 
the best and 
largest busines 
largest list of 
gia... in the word— 


Among the good things weffer, 
| ‘“L” Road, where we give youbr $ 
many of which cross the bridge. 
There are many good points you ought to 
all by mail, for the asking. 











GEO. KISSAM & C@., 
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iFAPS POUNDS. 


Steet Car Advertising has come into vogue by leaps 
boinds. 

Awertisers who have more respect for facts than for 
ie have learned that car advertising prepared and 
edis we prepare and place it is in the very first class 
yayng publicity. 

W: are the largest handlers of Street Car Advertising. 





Have the great- And 








‘bainess est number of our rates are 
. known successful the lowest for 
. advertisers— legitimate service. 


vedfer, the best value at present is in the Brooklyn 
oubr $i00 a month a 16x24 inch card in 297 cars, 
re, 

O iow about this advertising. You can get them 





PANARARS 





DESIGNED BY«: 
253 Broadway, N.Y. | woustn piey 


NeW YORK-* 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

t@ Issued every Wednesday. ‘len centsa copy. 
Subscription price, five ps ch he ar, in advance. 
Six dollars a bundred. No back numbers. 

(32> For ten dollars, paid in advance, a receipt 
will be given, covering a paid subscription from 
date to (January ist, 1901) the end of the century. 

(#2 Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 

rr Publishers desiring to subscribe for. PRINT- 
ERS’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. ~ 

any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line ; pees measure ; display 50 cents 
aline; 15 lines to the inch. $10a page. Special 
position twenty-five per cent additional, if grant 

; discount, five per cent for cash with order. 
Oscar HERZBERG, Managing Editor, 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce STFEeET. 
Lonpon AGENT, F. W. Sears, 50-52 Ludgate 
Hill. E C. 

NEW YORK, OCT. 5, 1808. 

Ir is possible for the advertiser to 
be so original that nobody understands 
what he is driving at. 











ELia S. LEONARD, of 406 Times- 
Herald Building, Chicago, is another 
woman whose name should be added 
to any list of feminine adwriters. 


ee 

Tue Ladies’ Home Journal, Philadelphia. 

No other monthly in America gives 
an advertiser so much for his money 
or conducts business on a plan in 
every respect so equitable. 

—— 

Cuicaco Daily News, evening. 

Chicago Daily Record, morning. 

No daily papers in America of equal 
prominence give an advertiser so 
much for his money or conduct busi- 
ness on a plan in every respect so 
equitable. 





THE New York Ledger is now a 
monthly, and its rates are 50 cents a 
line. As a weekly the Ledger de- 
manded $1.50 a line for advertise- 
ments, but the funny thing about it is 
that they would never tell anybody 
how many copies they printed. 


ABOUT speaking or w riting correctly 
or grammatically, PRINTERS’ INK lays 
down this proposition: The man w ho 
has spoken in such a way that his 
hearers did not and could not fail to 
understand what he meant, has spoken 
correctly. When he has more to say 
he will do well to say it in the same 
manner, for it is one that can not be 
improved upon. 


Success (N. Y.) for October contains 
an interesting interview with Philip D. 
Armour, of Chicago. Mr. Armour 
gives as recipes for success “ system 
and good measure.” In regard to the 
latter he says: “ Give a measure heaped 
full and running over, and success is 
certain. Right liberality and right 
economy will do everything where a 
public need is being served.” 





THE /mf, published by the Press 
Publishing Co., of Lincoln, Neb., is the 
newest of PRINTERS’ INK’? s babies. It 
is a free publication, designed to keep 
before advertisers the merits of the 
German publications of this company, 
and is interesting and readable. It 
acknowledges its indebtedness to the 
Little Schoolmaster with a grace not 
often seen in an infant so young. 


MAIL order advertisers do not usu- 
ally regard daily papers with much 
favor. There are exceptions howeve, 
as the following letter to the Phila- 
delphia Record from Wm. Wrigley, Jr., 
& Co., makers of chewit.g gum, shows: 

Against our well-known rule to use only 
monthly and weekly periodicals for advertising 
our mail order business we were induced to try 
the Philadelphia Record, and thought it might 
interest you to know the results not only paid 
us at once, but the orders are still coming. Price 
considered, it compares favorably with any 
medium we have ever used. 


ADVERTISING space always has a 
tendency to become cheaper with the 
lapse of time. Ten years ago, when 
PRINTERS’ INK was first published, 
one-fifth of a cent a line for newspa- 
per space was considered an extremely 
low price. To-day papers like the 
Chicago Record offer a similar service 
at approximately one-seventeenth of a 
cent. A decade from to-day the rate 
will probably be still lower, caused by 
the great increase in population and 
consequent extension of circulations. 

a 


Geo. B. FoRREST, 1002 Huron street, 
Indianapolis, Ind., issues at twenty-five 
cents per copy a “ National Mail Or- 
der Register and Business Record,” 
intended for keeping a record of sales 
by mail. The page is divided into 
number of order, buyer’s name, buy- 
er’s address, article, price received, 
cost, profit, advertising medium, date 
order received, date filled and how 
sent. Every mail order advertiser will 
probably find it worth a quarter to have 
a look at this book, even if after ex- 
amining it he should conclude it is 
not adapted to his own business. 
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SomE dailies will insert an adver- 
tisement at a rate as low as one cent a 
line for 20,000 circulation. Some 
weeklies charge for inserting an ad- 
vertisement as high a rate as 50 cents 
a line for 800 circulation. There is an 
impression that people look at week- 
lies more carefully than they do at 
dailies. Perhaps it was true once, al- 
though that is doubtful. At the pres- 
ent time the daily paper is as carefully 
read as any, and to a certain extent it 
begins to be true that the weekly pa- 
per is not read at all. People take 
weeklies because they used to take 
them, but they are of no use any more, 
except in the case of class journals 
and papers that are published in the 
interest of an ism. 





ON one occasion the publisher of 
PRINTERS’ INK said to the business 
manager of a Western daily: “ Yes; 
your paper is good enough to be ad- 
vertised in PRINTERS’ INK.” Where- 
upon the publisher of the daily ex- 
pressed surprise that any question on 
that point should have a place in any- 
body’s mind. When asked if he could 
name a poorer paper that he had ever 
seen advertised in the Little School- 
master’s select columns, he said: “Why, 
of course—dozens of them!” When 
urged to mention one off-hand, he ad- 
mitted his inability to do so, but prom- 
ised to make and send in a list. This 
promise, however, he never redeemed. 
And his paper was a very good one. 
Possibly PRINTERS’ INK is over par- 
ticular about the character and quality 
of its advertisers. 





A CORRESPONDENT of PRINTERS’ 
INK writes to ask whether there is any 
recognized basis or standard of charge 
in advertisement writing. Of course 
there isn’t. The man- with a recog- 
nized reputation can cha‘ge ten times 
as much as the one who lacks that 
reputation, and people will pay it with- 
outa murmur. The adwriter whom 
nobody knows may do work that far 
exceeds in merit the work of him who 
is well known, but people can not be 
induced to pay the same price for it. 
The best thing the new man can do is 
to charge a price that is fairly high, so 
that advertisers will not get the im- 
pression that he is a “cheap man”; 
then he should take Corbett’s advice 
and “ get a reputation”; after that he 
may meet the giants of the adwriting 
ring on his own terms. 


AN advertisement in a newspaper with a cir- 
culation of 100,000 copies each issue is worth just 
as much—other things being equal—as an ad- 
vertisement in 200 papers of 500 copies each.— 
The Imp, Lincoln, Neb. 

“Other things” are not equal be- 
tween the publication having 100,000 
circulation and the 200 papers having 
500 circulation each. The periodical 
with the 100,000 subscribers is apt to 
be an excellent one, and to possess 
considerable influence and _ prestige 
with its readers, which can rarely be 
said of any paper having only 500 
readers. Consequently the periodical 
with 100,000 circulation is apt to be 
more valuable to the advertiser, reader 
for readez, than the 200 publications 
whose circulations aggregate the same 
amount. At the same time the cost of 
advertising in it per reader is much less. 
The advertiser then who patronizes 
only periodicals of large circulation se- 
cures not only the greatest quantity, 
but an excellent “ quality.” 





A FEw years ago, through the blun- 
der of a subordinate clerk, the United 
States Post-Office Department was led 
into an attempt to strangle a weekly 
newspaper that promised at the time 
and has since become a publication 
admitted on all sides to be more use- 
ful to the newspaper fraternity, and to 
business men in general, than any 
other trade or class journal ever print- 
ed in this or any other country. This 
publication, refusing to be ruled out 
of existence by a department or- 
der issued without due consideration, 
was compelled to pay an excess of 
postage over legal requirements 
amounting to a total sum of twenty- 
five thousand dollars, and under exist- 
ing laws the department has not the 
power to repay the over-exaction with- 
out authority of a vote of Congress. 
It is a wrong that ought to be righted. 
The paper has for several years been 
restored to the privileges which were 
for a time wrongfully denied it, and 
we earnestly appeal to our member of 
Congress to make it a personal mat- 
ter, at the néxt session, that the pro- 
prietors and publishers of PRINTERS’ 
INK shall be paid back the great sum 
which was wrongfully exacted of them. 
Had they been less persistent their en- 
terprise might have been crushed out 
of existence, and that would indeed 
have been a loss to the press of the 
country and the entire business com- 
munity, the extent of which it would 
be difficult to over-estimate. 
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CRITICISING THE AMERICAN 
NEWSPAPER DIRECTORY. 


In a pamphlet issued in periodical 
form by the Press Publishing Co., of 
Lincoln, Neb., publishers of Freie 
Presse, there appears an article entitled 
“The American Newspaper Direct- 
ory,” in which the author, criticising 
that publication, says: 
book is published quarterly, the circu- 
lation ratings are revised but once a 
year.” 

Commenting upon this, the editor of 
the Directory says he is at all times 
ready to give a paper a rating in actual 
figures, based on the last circulation 
statement the publisher sends in if 
covering the period of a full year. 
This rule has been in force since the 
quarterly issue of the Directory began. 

The Frete Presse pamphlet further 
says: “Supposing a paper had an 
average circulation of 100,000 for the 
year 1898 and its circulation should 
drop to half of that figure in 1899, it 
would still be rated at 100,000 in all 
four issues of the Directory for 1899, 
and this rating would be misleading 
and work harm to the advertiser.” 

To this comment the Directory edi- 
tor responds that the 100,000 rating in 
the 1899 Directory would be coupled 
with the words “ during 1898,” and the 
circumstances of the publishers being 
non-committal on the subject of more 
recent circulation figures, would ‘indi- 
cate to the observant advertiser that 
recent issues were not quite up to the 
claim for the preceding year. As a 
case in point he mentioned that the 
Youth’s Companion of Boston got 
credit in the American Newspaper Di- 
rectory for the year 1893 for a circula- 
tion of 572,746, but since then has 
given no figures. In his opinion that 
fact is an admission that since 1893 
the average issue of the Youth’s Com- 
fanion has not been so many as 
572,746. 

“ On the other hand,” continues the 
Freie Presse pamphlet,” ifa paper has 
an average of 10,000 in 1898 and in- 
creases its circulation during the win- 
ter season to 50,000 it would still be 
rated in all four issues for 1899 at 
10,000.” 

This, the editor of the Directory 
asserts, is not so. All the publisher 
has to do (as stated above) is to send 
in each quarter an up-to-date state- 
ment showing the average for the year 
preceding, and the editor of the Di- 
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rectory will revise the rating, giving the 
latest facts. A yearly average cover- 
ing all seasons—spring, summer, au- 
tumn and winter—helps an advertiser 
much more, the editor of the Directory 
thinks, in forming an idea of a paper’s 
circulation for a year to come, than 
would the average for a lesser period 
or any speculation about the future. It 
is the privilege of the publisher of the 
paper to tell his own story on these 
points, in the Directory, at his own 
expense, at the moderate cost of 50 
cents a line each issue. 

It was gratifying to the editor of the 
Directory to note that, after numerous 
ill-founded criticisms, the writer of the 
Press Publishing Co.’s article gets 
down to actual facts and expresses his 
appreciation of the American News- 
paper Directory in the following words: 

This in no way diminishes our appreciation 
of the good work done by the American News- 
»aper Directory in trying to give honest circu- 
lation ratings. In fact, we consider it the very 
best authority on newspaper circulation and 
believe that advertisers can not afford to be 
without it. 


THE more you advertise an honest 
article. the more it will advertise you. 

“ THERE is one foolishness in which 
publishers who advertise in PRINTERS’ 
INK often indulge,” said a friend of 
the Little Schoolmaster recently, “ and 
that is to publish a list of the contribu- 
tors to their papers. Now, PRINTERS’ 
INK goes principally to advertisers, 
who don’t care a continental who con- 
tributes to the magazine or paper ad- 
vertised ; all they are interested in is 
the circulation, the rate, the class of 
readers, and any particular advantages 
for advertising the medium possesses. 
If the paper were advertising for read- 
ers the case would be different; but 
when it takes space in PRINTERS’ INK 
it aims to reach the ears of advertis- 
ers. In your issue of September 28th, 
on page 63, the Leslie publishing house 
makes the error I have referred to. As 
an advertiser, the list of names of con- 
tributors there given doesn’t interest 
me a bit—in fact I have never heard 
of any of them. Nor does it interest 
me that Mrs. Frank Leslie is again in 
harness. All I am anxious to know is 
why, as an advertiser, I should use 
Frank Leslie’s Monthly. 1 suppose 
there are good reasons enough to filla 
whole issue of PRINTERS’ INK, and 
they are the only matters with which I 
am at all concerned when my patron- 
age is solicited.” 
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THE MEDICAL PRESS. 


In the June issue of the Journalist appeared 
the following paragraph : 

“ The managers of the legitimate pharmaceu- 
tical concerns have watched with interest the 
R'I'P’A'N.S medical press ‘ flirtation,’ as Dr. 

Gould so aptly terms it, and the outcome will 
be that many of the ‘ ethical ’ journals will find 
themselves dropped from the 1899 list. A prom- 
inent manufacturer made the remark after read- 
ing Printers’ Ink, ‘ This affair has shaken 
our belief in medical ethics, and it will certain- 
ly influence us greatly when it comes to renew- 
ing our advertising contracts.’ 

Whereupon Printers’ Ink submits the fol- 
lowing catechism : 

The above paragraph suggests to the lay- 
man a number of questions, among which may 
be enumerated the following : 

‘ First. What is a pharmaceutical concern ? 

‘Second. What is a legitimate P. C. 

‘Third. Are there any illegitimate P. C.’s? 

“Fourth. What is the principal difference 
between the illegitimate and the legitimate P. 
ot > 





‘ Fifth. 
** Sixth. 


What is meant by medical ethics ? 
Do all medical men have and make 
use of the same sort of ethics ? 

“Seventh. If not, why not?” 

I would answer the above queries briefly as 
— 

Technically, a firm of chemists who manu- 
facture pharm: ceutical preparations for phys- 
icians’ prescriptions. 

A firm manufacturing pharmaceutical prod- 
ucts solely for professional use, and confining 
its advertising to the medical press. 

3. Many. 

4. One appeals to the laity through the sec- 
ular press, offering remedies for self-medica- 
tion, while the other caters solely to the phys- 
ician. 

5. Prof. Wm. H. Thompson, of N vew York, 
answered this question by saying : ‘* Follow the 
golden rule, ‘ whatsoever ye would that men 
should do unto you, do ye even so to them.’ ” 

6, All regular ‘medical men are governed by 
the same code of ethics. 

An open question.— 7he American Med- 
rT i fenonated Jor September. 





PRINTERS’ INK now takes occasion 
to comment on the answers to the in- 
quiries it had propounded. 


No. 1. Answer is O. K. 
No. 2. There are none such. 
No. 3. The answer should be: There 


are none other. 

No. 4. There are none who 
cater to the laity more or less. 

No. 5. The answer to this should be: 
“God only knows.” No two medical 
men were ever found who entertained 
opinions on the subject that would 
coincide. Dr. Thompson hit it off 
pretty well, although had he said, “I 
dcez’t know,” he would have keen more 
honest and just as much to the point. 

No. 6. To this answer should be 
added: But none know what it is or 
where to find it. 

No. The answer to this is: Be- 
cause a considerable percentage of 
them have some degree of honesty. 


do not 
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IN NEW YORK CITY. 


No sensible man would think that 
he could reach all the people in New 
York City by advertising in one paper, 
but there are hundreds who believe 
they can name one paper that will 
reach a very much larger portion of 
the best sort of New Yorkers than 
any other paper will. If, however, 
twelve men should be selected hap- 
hazard, and each one asked to name 
the one paper that is more carefully 
read by the greatest proportion of the 
York 
City, the chances are that among them 


intelligent residents of New 
no less than six or eight separate pa- 
pers will be given the preference : 
COMMERCIAL ADVERTISER. 
EVENING Post. 
EVENING TELEGRAM. 
HERALD. 
JOURNAL (morning). 
EVENING JOURNAL. 
JoURNAL OF COMMERCE 
MAIL AND EXPREss. 
NEws. 
PRESS. 
STAATS-ZEITUNC. 
SUN (morning). 
SUN (evening).- 
TIMEs. 
TRIBUNE. 
WORLD (morning). 
WORLD (evening). 
The foregoing list of conspicuous 
New York dailies is arranged alphabet- 
ically so as to avoid giving any clue to 


, 


PRINTERS’ INK’s opinion, and every 
reader is invited to put a cross-mark 
against the name of the paper he 
thinks has the largest and best selec- 
tion of readers in New York City, and 
then extract the sheet and send it to 
If un- 


willing to mutilate his copy of the 


the editor of PRINTERS’ INK. 


paper a communication by letter or 
postal card will do as well. 
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QUALITY. 


Among the old chemists gold was symboli- 
cally represented by the sign ©.—Wedster’s 
Dictionary. 

A number of years ago the Ameri- 
can Newspaper Directory undertook 
to ‘designate newspapers of unusual 
excellence. This was in the edition 
for the year 1889, and the mark adopt- 
ed was a circle with a dot in the center 
(©), which very soon came to be 
spoken of as a bull’s eye. 

In every case where this mark (©) 
followed the circulation rating in the 
Directory for 1889, advertisers were 
assured that the paper so marked pos- 
sessed some or all of the following 
good qualities : 

Circulates among a prosperous class. 

Circulation not forced, but almost exclusively 
among people who buy and pay for the publica- 
tion, because they have learned to know and 
appreciate its special value. 

Has a subscription list of paid-up subscrib- 
ers among the very best of the class to the ad- 
vancement of whose interests it is specially 

evoted. 

Has a long-sustained circulation among a 
regular list of yearly subscribers. 

When the character of the circulation is to 
be considered, papers marked with the cen- 
tered circle 0} are to be counted as the very 
best. 

They are specially valuable for advertising 
from having a rich clientage, exerting a special 
influence, having a long-established hold upon 
the community, which causes them to be more 
thoroughly read and more highly esteemed 
than others. 

The practice of so designating cer- 
tain papers was discontinued after a 
short trial because every publisher 
seemed to have an impression that his 
own paper only should be marked 
with the bull’s eye and that it was an 
imposition upon the public to accord 
that mark to any other paper what- 
ever. Notwithstanding the difficulty 
there was considerable inquiry year by 
year for the mark of distinguishing 
excellence, and recently the editor of 
the American Newspaper Directory 
appealed to three alleged advertising 
experts asking them to go through the 
book and indicate the papers they be- 
lieved entitled to the distinguishing 
mark. They weretold that its mean- 
ing should be expressed by the follow- 
ing sentence: 

Advertisers value this paper more for the 
class and quality of its circulation than for the 
mere number of copies printed. 

Below is given the list of the news- 
papers selected by these experts, and 
against each one appears a number 
showing how many of the three con- 
curred in the judgment. A figure 2 








PRINTERS’ INK. 


preceding the name of a paper indi- 
cates that two out of the three experts 


selected that paper. 


A figure 3 shows 


that it was the unanimous choice of 


the committee. 


A minus mark indi- 


cates that one member of the commit- 
tee mentioned the paper, but neither 
of the others coincided, and on second 
thought it was decided to be not quite 
up to the standard. 
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ALABAMA, 

Montgomery, Advertiser......... Daily 
ARIZONA (NONE). 
ARKANSAS. 

Little Rock, Gazette............. Daily 
CALIFORNIA, 


Los Angeles, Times.:........++.. b 
Oakland, Inquirer.......... .... 
Sacramento, Evening Bee.. ° 
San Francisco, Bulletin. . 





San Francisco, Chronicle 

San Francisco, Chronicle ........Sundays 
San Francisco, Examiner ........ Weekly 
San Francisco, Argonaut......... Weekly 
San Francisco, News Letter...... Weekly 


San Francisco, Overland Monthly.Monthly 
COLORADO, 


Denver, Republican............. Daily 
Denver, Rocky Mountain News. . Daily 
CONNECTICUT. 
Hartford, Courant. ...sccsesesecs Daily 
PE, BOs occ dcvescvesses Daily 
DELAWARE (NONE.) 
DISTRICT OF COLUMBIA, 


Washington, Evening Star....... Daily . 
Washington, Post.........++.+..- Dail 
ee ae a 


FLORIDA, 
Jacksonville, Florida Times-Union 


and Citizen....... Daily 
GEORGIA, 
Atlanta, Constitution ........... Daily i 
Atlanta, Constitution ............ Sundays 
Atlanta, Constitution............ Weekly 


IDAHO (NONE). 
ILLINOIS. 
Chicago, Evening Post 
Chicago, Inter-Ocean...... 
Chicago, Times- Herald 
Chicago, THB ..cccccccccceces 
INDIAN TERRITORY (NONE). 
INDIANA, 
Indianapolis, Journal............ Daily 
Indianapolis, News.........+++++ Daily 
IOWA. 
Clinton, Clinton Co. Advertiser...Tri-W'y 
Des Moines, Iowa State Register.. Daily 
Des Moines, Iowa State Register.. Weekly 





Sioux City, Journal..........++.. Daily 
KANSAS (NONE). 
KENTUCKY. 
Louisville, Courier Journal. ....Dail 
Louisville, Courier Journal ..... Sunday* 
LOUISIANA, 
New Orleans, Picayune.......... Daily 
New Orleans, Times-Democrat.. . Daily 
MAINE. 
Bangor, Commercial.........++++ Weekly 
Portland, Evening Express ...... ag A 
Portland, Transcript ..........-- Weekly 
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MARYLAND. 


Baltimore, American ...........- Daily 

Baltimore, Sun..........++eeee+ Daily 
MASSACHUSETTS. 

Boston, Advertiser........+...+++ Daily 

Boston, E nn | Transcript...... ed 

Boston, Journa 


ie eneigeeeteunees Dail 
Greenfield, Gazette and Courier. “Weekly 
Lowell, Morning Citizen Daily 
Springfield, Republican... Daily 


MICHIGAN, 





Detroit, Evening News.......... Daily 

Detroit, Free Fress.............+ Dail 

Detroit, Free Press......++++++.. Sundays 

Detroit, Free Press......++++++0+ Weekly 
MINNESOTA, 

Minneapolis, Times.... .....+..- Daily 

St. Paul, Pioneer-Press.... ..... Daily 
MISSISSIPPI, 

Jackson, Clarion-Ledger......... Weekly 
MISSOURI, 

Kansas City, Star ....0..cccccess Daily 

Ramens Cie, TONG css .08scecece Daily 

St. Luuis, Globe-Democrat ...... Dail 

St. Louis, Globe-Democrat ...... Sundays 

St. Louis, Republic..........++++ Daily 
MONTANA, 

Anaconda, Standard........+++.+. Daily 
NEBRASKA, 

Omaha, Bee....ccccvcscccccsoves Daily 


NEW HAMPSHIRE, 
Concord,’ Independent Statesman..Weekly 
NEW JERSEY. 
Jersey City, Evening Journal.,... 
NEW YORK, 


Daily 





Albany, E moner Journal........ Dail 
Albany, Journal. ....++..0000..%. Weekly 
Albany, Press & Knickerbocker. .Dail 
Albany, “~~ we hiowwaseeeetewe "Weekly 
Brpok yn, Eagle.. coos Dail 
BPNGNIGR, TORAO. «5000000000000. Sundays 
Buffalo, Commercial..........0++ Daily 
Buffalo, Morning Express....... Dail 
Buffalo, Illustrated Express...... Sundays 
New York, Evening Post........ Daily 
New York, Herald.............. Daily 
New York, Mail and Express... . Daily 
New York, Sun...... cececcesce Morning 
SOO VOI, SUED dc cccscvcesces Daily 
New York, Tribune ............. Dail 
New York, Tribune............. Weekly 
New York, Churchman.......... Weekly 
New York, Harper’s Weekly..... Weekly 


New York, Iron Age Weekly 
New York, Observer. Weekly 
New York, Scientific American. ..Weekl 
New York, Century. Magazine... “Monthly 
New York, — er’s New Month- 





ly Magazine.. ..... Monthly 
New York, McClure’s Magazine. Monthly 
Rochester, "Democrat & Chronicle. Daily 
Rochester, Post Express......... Daily 
Syracuse, hee cons teoace Daily 
SUP, CUE a coccesicssvssevcese Daily 
NORTH CAROLINA (NONE). 
NORTH DAKOTA (NONE). 
OHIO. 
Cincinnati, Commercial Tribune.. Daily 
Cincinnati, Enquirer...........+. Daily 
Cleveland, Leader (Morning and 
Evening).......+++- Daily 
Columbus, Evening Dispatch. ... Daily 
Columbus, Ohio State Journal... . Daily 


Columbus, Ohio State Journal. ..Sundays 
WUE, TR snc cccceccccesceses Weekly 
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OKLAHOMA, 
Guthrie, Oklahoma State Capital. Daily 
OREGON. 
Portland, Morning Oregonian. ... 
Portland, Morning Oregonian.... 
PENNSYLVANIA, 
OS Daily 
Philadelphia, Evening Telegraph. Daily 
Philadelphia, Public Ledger...... wed 


Daily 
Weekly 


Philadelphia, Record ............ Daily 
Philadelphia, Ladies’ Home Jour- 

OU 500s csvensves Monthly 
Pittsburg, Commercial Gazette... Daily 
Pittsburg, Dispatch......... .... Dail 
Pittsburg, Dispatch..........+.+++ Sundays 
CN, SIR 65.005:66400%00008 Daily 
IT, Ses as. knccncgn cee Daily 
Scranton, Mines and Minerals. . “Monthly 
West Chester, Local News....... Daily 


RHODE ISLAND. 
Providence, Journal...........++. Daily 
SOUTH CAROLINA, 
Charleston, News and Courier.... 
SOUTH DAKOTA (NONE). 


Daily 





TENNESSEE, 
Chattanooga, Times ............. Daily 
Memphis, Commercial-Appeal .. . Daily 
TEXAS. 
Dallas, Morning News........... Daily 
Galveston, News......++++++..5+ Daily 
UTAH. 
Salt Lake City, Deseret Evening 
ee Daily 


VERMONT (NONE). 
VIRGINIA. 


Richmond, Dispatch............. Daily 
Richmond, Dispatch............. Sundays 
WASHINGTON. 
Seattle, Post-Intelligencer....... Daily 
pn Re Daily 
WEST VIRGINIA, 
Wheeling, Register.........+.++. Daily 


WISCONSIN. 
Milwaukee, Evening Wisconsin. 
WYOMING (NONE). 
BRITISH COLUMBIA, CAN, (NONE). 
MANITOBA (CAN,). 
Winnipeg, Manitoba Free Press. . Daily 
NEW BRUNSWICK, CAN. (NONE). 


- Daily 


NORTHWEST TERRITORIES, CAN, (NONE). 
NOVA SCOTIA, CAN. (NONE). 
ONTARIO (CAN,). 
ee ee Daily 
PRINCE EDWARD ISLAND, CAN. (NONE). 
PROVINCE OF QUEBEC, CAN. 
Montreal, Witness...........+00 Daily 
NEWFOUNDLAND (NONB). 


Those who study the list of papers 


printed above will observe that low- 
priced publications of large circula- 


tion fail to get a place. 


The papers 


named are those that are thought to 
have a value—a marked value to ad- 
vertisers—without any attention at all 
being paid to the amount of their cir- 


culation. 


These papers are mainly of 


the heavy respectable sort, the kind cf 
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papers that the clergyman and the 
doctor are supposed to prefer. They 
are useful mediums for advertising 
books and bonds and_ high-priced 
things generally, but the department 
store and the enterprising man of to- 
day may assert of them that they charge 
for their advertising more than the 
service they render can be worth. 


o- 


QUESTIONS FROM CHICAGO. 


Are you getting the most out of 
your business? Are you carefully 
treasuring up every detail of informa- 
tion that may some day lead to busi- 
ness? Are you hiding this informa- 
tion away under dreary piles of rubbish 
where you are sure it will not be found 
nor even remembered at the critical 
moment when it is needed, or are you 
recording it after a well organized sys- 
tem where it will ever be at your beck 
and call—a willing and obedient ser- 
vant? In other words, are you mas- 
tering the details of your business, or 
are they mastering you? 

You are perhaps an advertiser. You 
are perhaps using publications from 
which you are getting replies every 
day—inquiries it may be for your cata- 
logue and price list. A constant flow 
of valuable data into your office! 
How do you use it? How do you re- 
cord it? How do you follow up such 
inquiry, and turn each if possible into 
some substantial result ? Can you tell 
at a glance by your system of record- 
ing information just how you “ stand” 
with each one of your possible cus- 
tomers with whom you have had cor- 
respondence? Your system should 
reach this state of perfection. It can 
bereached. It will save you hundreds 
and thousands of dollars, in less office 
help, in business you might have lost, 
etc. When your method has reached 
this condition you will have your 
“thumb on the situation.” 

How do you classify and record the 
data gathered about your customers 
and possible customers by your sales- 
men or solicitor? Do you have a sys- 
tem by which they report all of this 
data to your office? This information 
should be recorded with that gathered 
through your correspondence and ad- 
vertising, so that you may know at any 
time without delay all your previous 
relations with your customers and pos- 
sible customers whenever you write to 
them or solicit them. 

Your “department of publicity and 
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promotion,” if you will permit this ex- 
pression, should have a system which 
isaunit. In unityis order. In com- 
plexity in chaos. When all the lines 
with which you are pulling at a possi- 
ble customer converge to a common 
point, you will have unity. When they 
run every way you will have chaos. 

But how many advertisers employ 
system in handling the valuable data 
coming to them every day? Only a 
small portion. The others are groping 
about in the dark, missing good op- 
portunities, losing business, simply be- 
cause they do not know how to handle 
the crude materials,out of which they 
must make results if they would have 
the greatest returns for their advertis- 
ing.— Advertising Experience. 


anal 
COMPREHENSIVE ADVICE. 

The editor (a colored man) of the Southwest- 
ern Christian Advocate,ir a recent issue of 
that paper, give some sensible ‘“‘ Advice to 
Young Men.”” Among other things he says : 

“Don’t drink! Don’t chew! Don’t smoke! 
Don’t swear! Don’t deceive! Don’t read 
novels! Don’t marry until you can support a 
wife! Be in earnest! Be self-reliant! Be 
generous! Be civil! Read the papers and 
advertise your business! Make money and do 
good with it! Love your God and fellow men! 
Love truth and virtue! Love your country and 
obey its laws! If this advice be virtually fol- 
lowed by the young men of the country, the 
millennium is at hand.” 

- <> — 
USING THE POSTMASTERS. 

At Faribault, the State of Minnesota main- 
tains a school for deaf children, of whom about 
250 are in attendance. J. N. Tate, the prin- 
cipal, calculated that there are in Minnesota 
hundreds of deaf persons of school age who re- 
ceive no instruction. He therefore advertised 
for pupils. He sent to every postmaster a re- 
turn postal card asking for information about 
the deaf. Whenever he hears of a deaf child, 
Mr. Tate sends to the family an illustrated 
paseo and other advertising matter. He 

elieves that in this way he can largely increase 
the list of his pupils —N ational A dvertiser. 
+o 
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HERE is only one 
National Capital of 
the United States, 
and there is only one daily 
paper in the National 
Capital of the United States 
that has a circulation larger 
than all the other dailies 
combined, and that daily 
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A SHOPPING ROUND-UP 








A shopping tour among the dry goods 
houses of Minneapolis Is a real pleasure 
nowadays. There is so much that le inter- 
esting in the way of ladies’ wear that it 
is like attending the state fair all uover 
again. Then, besides, the merchants—all 
of them. I think—have been doing a good 
business, things ure moving along, and 
there is an enthusiusm which indicates that 
the goud old times have stolen Dack apon 
us unawares, 

This is not the place to enlarge upon the 
manifestly {mproved commercial conditions 
which can be found in every branch of the 
retail trade, but the feeling is forced upon 
everyone who will visit the, marts of trade, 
sv it is mentionel simply by way of intro- 
duction. 

3. W. Thomas & Co., in the midst of prep- 
arations for a greatly enlarged and im- 
proved store, which will take in nearly ail 
of the Sidle block, had time to find and 
put on the market the swellest thing in 
cloth coats for ladies that I was able to 
find anywhere. They are in coverts, chev- 
fots and kerseys, cut extra short In the 
back with French darts and a dip-front, 
notched coat cullar and fly front, a row 
of small buttons on one side serving to keep 
out the cold ‘The young lady who tried 
one of the coats as I was nosing ‘round 
lodked chic and proper—so pretty indeed 
that I never asked about the price. 

. . ° 


The stenographer who finds gloves an 
expense aud wants a barguln. I am sure, 
will tind one In the $1 Brighton kids at Ol- 
sun's Gloves are such a staple article that 
they are sold at a very 6mall margin and 
the temptation Is strong to sacrifice quality 
for price. In this respect this lot of gloves 
have a shade the best of it, for they are 
the best article for the money. I verily be- 
lieve, to be found in the twin cities. 

They come in 18 colors, as 1 wil) enumer- 
ate. Light, medium, medium dark and 
\durk tan, medium and dark gray, light, 
medium and dark beige, light, mediuia And 
dark brown, butter, medium and dark 
green, dark red, ox-bivod and dark plue. 
If this is not a bargain, Pll admit I don't 
know a glove from a mitten. 

. . . 


A new piece of Diack crepon was being 
put on the shelf at the Economy as Mr. 
Reed and I walked inside If caught my 
eye as something neat. and I asked the 
clerk to show it tu me “It te the best 
thing we have in the store for the money,” 
he tuld me. It sells fur 50 cents a yard. 
and four yards will make a skirt. With the 
linings a lady can have a splendid street 
skirt for $2.75 Crepon is al) the rage It 
is made of wou] and mohair, and possesses 
all the merit which its popularity inditates 

. . ° 


Perhaps the most strikingly stylish dress 


that a 910 bil) will buy ts the camel's hair 
Re A I A Nt oe ee 


handsome, or may be made so by appropri- 
ate apparel. The suit consists of skirt and 
a long cut—a Beau Brummel coat, rich and 
tasty, bound and trimmed with a black and 
white novelty -braid. The skirt, like the 
cvat, is cut om the flare and the price— 
only $60. ‘The suit is in the window, the 
second from the door and well worth no- 
ticing as you pass by. Mr Young has an- 
other in gray, somewhat similar, but the 
Roosevelt “rough-rider brown” is the prop- 
er caper. 
_ . -¢ 

Talking about furs—for It ie nearing the 
time when the dimities and bengaline silk 
trifles were put back into the clothes press 
—the Minneapolis Dry Goods étore is offer- 
ing a line of collarettes which interested 
me-very much. They are very much in 
order this weather, and they set off a plain 
dress as nothing else can. 

I saw two of these collarettes which you 
may, find at the “Minneapolis,” if you 
hurry; otherwise, one, at least, will be 
gone. I mean to get it myself. One vf these 
is electric cseal, with yoke and under col- 
lar of elected astgachan, and elght marten 
tails. It is nicely trimmed and lined with 
satin, a very servicable and pretty plece of 
attire. ‘The other, the very obliging clerk 
told me, was the best bargain in his entire 
stock. lt is a ten-inch black marten collar- 
ette, cutin the new style and nicely 
trimmed, for $12.50 There le a difference 
of $5 between them, but both are well worth 
the money. 

. . . 

At Goodfellow’s I found what seems to 
be a superior bargain in fur coats. The 
price is $25. The same kind of a coat, and 
no better quality, cost many a*woman $35 
or $40 a year or two ago Itisa Morie as- 
trachan, 27 inches long, with large storm 
collar, box front,’and satin lined. An as- 
trachan made as this is made is a very 
serviceable and comfortable garment. ‘It is 
thoroughly stayed, the fur being stitched 
upon ellesia before it is made up, and every 
effort has been made to turn out a genuine 
bargain.’ 

* . . 

At the Glass Bluck I saw and heard a few 
things which I know will interest hundreds 
of ladies, as it did me. I was taken by Mr 
Morrison, one of the buyers, up into one of 
the receiving roome where he wae unpack- 
ing the first of a series of consignments of 
hundkerchiefs. 1 suppuse it ts generally 
known that William Donaldson & Co. do a 
great deal of importing direct Mr. Mor- 
rison detailed to me how this ts done. 

The firm have two European buyers 
whuse businese it ts to look after this lne 
of guods. One Is Jocated at St Gall, Switz- 
erland, the other in the British islands, 
generally at Manchester The buyer on 
the continent looks after Swiss and French 





purchases; the other after the Irish and 





THE Minneapolis 7imes has inaugurated a department that treats the 
news of department stores in the same way as theatrical happenings are 
usually treated. Above is given part of one day’s installment. 
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In Hot August 


In spite of the torrid weather of the month 
just closed, to say nothing of conditions 
unsettled by the war, the advertising 
printed in The Mail and Express in 
August, 1898, showed an increase of 
about 20,000 agate lines over the same 
month of 1897. The other high-class 
papers lost 15,190 agate lines between 
them during the same period. 

During the first eight months of 1898 The 
Mail and Ex- 
press printed I 5770,762 
agate lines of paid advertising. This is a 
gain of 169,092 agate lines when com- 
pared with the same period in 1897, an 
increase of nearly 11 per cent. The 
Mail and Express carries more ad- 
vertising than any other evening paper 
published in New York. 

The next paper on the list printed 279,846 
agate lines of advertising less than The 
Mail and Express during the same 
months and lost 127,008 agate lines, or 
about 8 per cent of its entire advertising 
patronage. 

During the eight months ended June 30, 1898, 
the met paid average daily circulation of 
The Mail and Express increased more 
than 93 per cent. 

The circulation of The Mail and Express is 
greater than that of the other high-class 
evening papers of this city combined. 






























‘‘ Every Reader is a Buyer.” 
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TO MAKE GOOD TIMES. ] 
The following poem, going the rounds of the 
press, is interesting enough to merit repro- 
duction ; 
You may talk about the tariff, and protection, 
and free trade, 
And party panaceas for opposing human ills 
nd “improving trade conditions,’’ and the 
boom that wheat has made, 
But the way to stir up business is to pay 
your little bills. | 
If you owe the grocer twenty, and he owes the 
butcher ten, | 
And five more to the coal man, and to the | 
ice man five, 
Your payment of the twenty helps along three 
usiness men, | 
And the payments they can make in turn 
make other people thrive. 


Idle money in your pocket doesn’t do you any | 


good ; 
Unless your bills are all paid up in full it 
isn’t yours. 


others would, 
That’s the recipe for hard times that invari- 
ably cures, 


If you pay what you owe others, others still can 
then pay you, 
. It’s the pm oo dollar that the pulse of 
business thrills ; | 
So set your money working, and then watch 


For the way to stir up business is to pay your 
little bills. 





> 
FAIR COMPETITION. 

Advertisers have complained bitterly because 
some publications are advertising goods of 
their own in competition with other adver- 
tisers. Did it ever occur to these ‘‘ kickers ” 
that the publications complained of, with but 
few exceptions, are first-class advertising 
media? Publishers of papers with a small cir- 
culation or without “‘ pulling ”’ qualities hardly 
ever use their own space. They doubt that an 
advertisement in their paper would sell goods 
—and their doubts are certainly well founded. 
In fact, they can not understand that the adver- 
tiser expects to get returns from their paper. 
The publisher who knows that advertisin 
space in his paper, judiciously used, will sel 
honest goods, will not hesitate to use the space 
himself if he can not sell it to advertisers at a 
fair rate. You may stake your hat that he 
would rather not trouble himself with addi- 
tional business cares, even if large profits are 
sure, if he could avoid it; but he depends 
partly upon the revenues from his advertising 
space and must turn it into money—one way or 
he other.—7he Imp, Lincoln, Neb. 
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| ment. 


what it will do, | 
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WITH THANKS, 
Friend—Do you think American humor is 
declining ? 
Humorist—I don’t know about that, but I 
know that a great deal of it is being declined.— 
Truth, 


ARRANGED BY STATES. 








| Advertisements under this head 50 cents a line. 


Must be handed in one week in advance. 


___ CONNECTICUT. 


‘HE NEW Lonpon DAY prints more papers 
each evening than its competitors combined. 








GEORGIA. 


 OUTHERN FARMER, -Athens, Ga. Leading 
‘ Southern agricultural publication. Thrift 
people read it; 22,000 monthly. Covers South 
and Southwest. Advertising rates very low. * 








| 
Just pay up all you’re able as you wish that SOUTH CAROLINA. 


rpBE COLUMBIA REGISTER—daily and weekly 


—is the only daily paper in South Carolina 
giving a sworn and detailed circulation state- 
(See Ayer’s Directory). It is the best 
family newspaper published in the State. That’s 
why it pays to advertise in THE REGISTER. 


WISCONSIN. 
‘|°‘HE WISCONSIN AGRICULTURIST, Racine, 
Wis., isthe only English general farm paper 
printed in the State. Keaches more prosperous 
Wisconsin farmers than all others. 








Displayed Advertisements. 
50 cents a line; $100 a page; 25 fer cent 
extia for specified position—i/ granted. 
Must be handed in one week in advance, 


THE 


Arizona Republican, 


A MODERN NEWSPAPER. 
HAS NO RIVAL IN THE GREAT SOUTHWEST. 


It is printed every day in the year 
at Phoenix, the liveliest town of its 
class in the United States. 


For particulars see 


H.D. LACOSTE, 

















38 PARK ROW, NEW VORK. 
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To Get Customers — 


Advertise in their favorite family paper, 


THE EVENING JOURNAL 


of Jersey City, N. J. 


Average Circulation in 1897, . 
Actual Average Circulation for Nov., 


14,756 
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WANTED.--Case of bad health that) 
R‘I'P’A'N'S will not benefit. Send 5 cents} 
to Ripans Chemical Co., New York, for 10 
samples and 1,000 testimonials. | 


THE EVENING CALL 


LAFAYETTE, INDIANA, 
is the best daily newspaper in America for the 
size of the town. Itisty peoraemienny handsome, 
accurate and reliable. Member Associatea Press. 
It has more home adve rtising and foreign adver 
tising thanany other evening pay crin itsfield. It 
brings results. It is read by all classes. 


The Great Lakes Territory 


is covered fully by | 











The | 


Detroit Suns 


Drop us a postal 


for rates. 





Detroit Suns, Detroit, Mich. 


IN ALL 
AMERICA 


P 
b | 
3 
7 





there are only seven semi-monthly papers 
having as large a guaranteed circula- 
tion as Farm-Poultry. _In all the 
Northeastern States, New York, New 
Jersey, Pennsylvania and the six New 
England States, it has the highest Tat. 
ing of any paper devoted to live stock 

in New England it equals the combined 
circulation of all such. The poultry 


| 
: 
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turnslargerthan any other farm product. 
Statistics prove this statement. Farme 

oultry hasalarger circulation,a great- 
er influence, and more well-to-do readers 
ae | this class than any other poultry 
paperin all the world. Itssubscribers 
are heads of families, mostly women. 
Every subscription is ) as in advance. 
Therefore advertisers in 


FARM-POULTRY | 


get results. It will pay any advertiser 
who wishes to reach families who have 
money to spend. Sample copy and rate 
card will be sent on application to 





I. S. JOHNSON & CO., 
22 Custom House St., Boston, Mass. i 
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PROGRESSIVE 
BUSINESS MEN 


Advertise in THE ARGUS 








Shall we 
tell you 
why ? 
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THE ARGUS COMPANY, Albany, N. Y. 
James C. Farrell, Manager 
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+ The Bicycle Trade and Rider, 


WEST OF THE RIVER, 


IS ONLY REACHED THROUGH 


THE CYCLING WEST 


Let us help you get agents where 
you have none, and help the agents 
you have, by advertising your goods 
before the riders in their vicinity. 


WE HELP BOTH. 


NO OTHER CYCLE PAPER REACHES 
OUR FIELD. 


WE ARE ALONE. 


Write us for special inducements. 


The Cychng West Publishing Co. 
i BOX 133. DENVER, COL. 
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A Model Newspaper Outfit 
The Daily =z 
Northwestern 


OSHKOSH, WIS., 


Is organized on asolid basis, It owns its 
own building, which is devoted exclu- 
sively to the new spaper. It has an outfit 
of Mergenthaler Linoty pes, a stereotyp- 
ing press of the newest design, an art 
department and a completely organized 
corps of editors and reporters. Besides 
this it built and now operates its own 
line of telegraph from Oshkosh to Mil- 
waukee, a distance of 122 miles, connect- 
ing with the leased line of the Associ- 
ated Press. It receives the full leased 
wire service every day, besides the serv 
ice of acorps of special pene. 

These facts are enumerated to show 
the character of THE NORTHWESTERN’S 
business and circulation. 

No better or more satisfactory adver- 
tising medium can be found. 

Eastein advertisers will find files of 
this paper and can make coniracts at 
our New York otice, No. 38 Park Row, 
in charge of Mr. . LA COSTE, at ex- 
actly the same ak as at the home office. 











! 
[ Eight pages—Daily and Sunday 








—English and Yiddish—1 cené. 


UNIQUE 
BRIGHT 
ENTERPRISING 


THE JEWISH 
DAILY NEWS 


pososayasy 


Printers’ Ink says: 


“The Jewish Daily News with a cir- 

ones of 17,000 is an ghernese sheet, 

t 185 Kast B’way, New York. It 

is the outgrowth of the Jewish Gazette, a 
weekly established in 1874. 

“The subscription lists of more than 
twenty defunct competitors are kept 
alive for the Jewish Gazette by seven 
trained traveling agents. Circulation 
nearly 25,000. 

“The | pi arents read the news columns 
tn the YIDDISH pages of the paper, while 
the children look to the English part for 
Jewish news and special features they 
can not find elsewhere. These papers are 
thus read by both generations, _ 

“ Yiddish is more a in N. Y. than 
se other foreign language but Ger- 


“Specimen Copies Sent Free. 








































NOVEMBER 
DECEMBER 
JANUARY 


300,00 0 | 
The Nickell Magazine 


4 Alden Court, Boston, Mass. 





GUARANTEED. 




























factory. 


KELSEY & CO., Meriden, Conn. 
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CHEAP PRINTING! 


buys a handy little Portable Press for cards, 
$ labels, envelopes, etc. $12 press for c ‘irculars or 

a small newspaper. Typesetting easy, print 

instructions sent. A lad of ten can do good 
printing. A greit money saver, or money maker either. 
A great convenience too. Send a stamp for samples . 
ani catalogue, presses, type, paper, etc., direct to the 7 
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One trial brings results 





Not only the best 
but the cheapest. 


aTh@us 
Hartford 


Times 


charges less than 1c. per inch 
per thousand circulation— 
daily. Other Hartford papers 
charge from 1oo to 500 per cent 
more than The Times. 
The Times gives you 
all you contract for. 

s | e Printed, Sold 
Circulation ¢ anf proivea 
Daily, . . 15,000 
Semi-Weekly, 7,700 


Address, THE TIMES, 


Hartford, Conn. 
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Invites 
correspondence about 
flat advertising 

rates. 


It is the leading paper in 
Troy, New York. 
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* . : THE INLAND has now a circulation of over 120,000 guaran- 
The Right Circulation. teed. Proof of which will be given before pay is ex- 


pected for advertising done. Post-office Receipts, Paper Mill Account, Press Rooms, 
Subscription Lists, are all open to advertisers. 

. a Any advertisement can be discontinued at any time for any 

The Right Principle. reason. Paying only for space used. We rely wholly on 





making the advertisement pay you to hold your business. We have been told re- 
peatedly that this was poor policy; it might be for some papers but not so with us. 
Our advertisers don’t want to quit, they admire the fairness of the proposition and 





and Prayer Meeting 





tell others. Asa result 
our patronage in 
creases; so far this 
year our advertising is 
over 100 per cent great- 
er than for same pe- 
riod last year—that’s 
what talks. 


The Right Features. 
THE INLAND is a relig- 
ious and home journal 
combined. Besides our 
editorials on Timely 
Topics, Home Depart- 
ments, Floral Sugges- 
tions, Stories, Cartoons 
and the best of general 
articles, we have the 
Sunday School_ Les- 








Lessons. The last 
three departments 
named secure us nine- 
ty per cent of our sub- 
scriptions and which 
to be of value must be 
studied weekly. Thus 
an advertisement is 
kept in the home an 
entire month and real- 
ly the advertiser gets 
as much benefit from 
one insertion in THE 
INLAND as he would in 
four insertions in a 
weekly of same circu- 
lation. You save the 
cost of three insertions 








sons, Junior Topics 


by using THE INLAND. 


H i Rate—Reading Notices or Display, 50 cents per line. It does not 
The Right Price. cost a fortune to try THE INLAND, but it may help make one. 


THE MOST POPULAR PAPER 


TH E INLAND, OF ITS KIND IN THE WORLD, 


New York: 
500 TEMPLE COURT. 


St. Louis, Mo. . Deven Bemaese. 


F. E. MORRISON, SPECIAL REPRESENTATIVE. 
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Important to Advertisers 
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FOR NEARLY A 
QUARTER CENTURY 


Frank Leslie’s 
Popular 22">:= 


Rank of Periodical Lit- 














erature. 


Monthly -~- 


Beginning with the 








NOVEMBER NUMBER, 
PUBLISHED OCTOBER 20, 


The price wili be changed to 


10 cents; $1.00 per year 


and we believe will command, by its intrinsic merit and attractiveness, 











the leadership of American illustrated magazines. 


INCORPORATION. sie tertare has just been voousaniond and incor- 
3 porated, and the new company has at its disposal 
NEW PLANS. ample capital and expe rience. FRANK LESLIE’ jepceal 
ULAR MONTHLY has been steadily improving of recent years under the 
management of Mr. CoLVER, and, despite the many unfavorable condi- 
tions, it has maintained, and, at times, increased its former circulation. 
These comparatively good results having been accomplished with the 
price kept at 25 cents, it is reasonable to assume that a much larger cir- 
culation and a wider field of usefulness is open to FRANK LESLIE’s Pop- 
ULAR MONTHLY as a 10-cent illustrated family magazine, and we have de- 
cided to make a change this fall both in the price and size of the magazine. 
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MRS. LESLIE’S RETURN The wuenen of PS ghia we | nautpe Se an or ae 
participation in this business is being receive 
TO EDITORSHIP. with expressions of approval and pleasure by 
her thousands of friends throughout the country. Her literary taste and 
ability is recognized by the public, and her financial standing insures 
added strength to the old house in its modern enterprises. 


NEW PRINTING’ We have now equipped this establishment with an 

PLANT entirely new printing and binding plant of the most mod- 

° ern type, and this fact, together with the lower cost of 

yaper and illustrative material, enables us to give a better magazine for 
ess money. 


SOME OF THE CONTRIBUTORS: 


WILLIAM DEAN HOWELLS, FRANK R. STOCKTON, 

EDGAR FAWCETT, LOUISE CHANDLER MOULTON, 
MARGARET E. SANGSTER, GEO. EDGAR MONTGOMERY, 
ETTA W. PIERCE, EGERTON CASTLE, 

MRS. FRANK LESLIE, COL. A. K. McCLURE, 

WILL ALLEN DRUMGOOLE, LILLIAN WHITING, 

FLORA ADAMS DARLING, MARTHA McCULLOCH WILL- 
WALTER CAMP, IAMS, 


and many other noted and popular writers. 


THE BEST fname, Lane oat gr soaener we in ok 

respects be mude one of the brightest an est 

10-CENT MAGAZINE. jjjustrated 10-cent magazines in the world—none 

etter, The best known authors and artists will contribute to its pages, 
and the highest standard of printing will be apparent. 


The Editions for 
November and December 


will each be not less than 


COPIES 
150,00 GUARANTEED 


Per Page (54 x8 inches, 224 Agate 


ADVERTISING RATES lines), $200. Half and Quarter Pages 


pro rata. 
— ‘ Time Discounts: 5 per cent for 3 
For a Limited Period. months, 10 per cent for 6 months, 20 
per cent for 12 months. 





TO ADVERTISERS contemplating the use of magazines we will gladly 
send a specimen number of FRANK LESLIE’S POPULAR MONTHLY in its 
new and improved form, when published, if PRInTERs’ LNK is mentioned. 


FRANK LESLIE PUBLISHING HOUSE, 


Mrs. FRANK LESLIE, President. FREDERIC L. COLVER, Treasurer. 
Founded 1855; Incorporated 1898. 


141-143 Fifth Avenue, New York. 
SER 
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“Two heads are 





This Head 


will do for you 
what you haven't 
time ta do for your- 
self— 

Create ideas for 
your lithographing 
and printing— 

Make your ad- 
vertising matter at- 
tractive. 

If an illustra- 
tion is needed— 
whether it be a sim- 
ple black and white 

GIBBS creation or the most 
gorgeously colored 
scheme, this head will plan it and plan itso carefully, so 
thoroughly, so artistically, that it will be not only a 
pleasing picture, but a bold advertisement as well. For 
this head has had a long experience in just such work. 
It has originated many of the best known advertising 
ideas used by the best known advertisers. It isn’t a big 
head by any means, It can do only a few things well— 
outside of these few things it is a very ordinary head— 
but it has made a success in the things it can do and it 
wants to do those things for you. 





If there is any writing to be done, any terse, vigorous reading matter 
needed to convince the-public that your goods are the goods it should 
buy, WOLSTAN DIXEY will use 47s head to originate it for you. 


The Gibbs & Williams Co., 


iS and 20 Oak Street, New York. 
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better than one” 





[his Head 


knows how to 
complete the work 
the other head origi- 
nates. It knows a 
lot about the litho- 
graphing and print- 
ing business— not 
simply theoretical 
knowledge, but prac- 
tical knowledge as 
well. 5 

It has acquired 
this by working up 
from the foot of the 
ladder, getting many 
hardknocks and raw 





WILLIAMS 


experiences, but always absorbing information which 
now stands it in good stead. This head knows that 
good work is the only kind worth doing, and it never 
uses cheap paper, cheap ink or cheap labor at a custom- 
er’s expense. It has made some mistakes, to be sure, 
but it has brains enough left in it to profit by those 
mistakes and to avoid them on any orders it may re- 
ceive from you. The owner of this head has kept it act- 
ively and profitably engaged in this line of business for 
many years—you couldn’t do better than to engage its 
services on your next order. 

We want to hear from advertisers of every description, spenders of large 


amounts or small amounts ; their own money or that of their employers. 
Isn’t it worth a postage stamp to find out what we can do? 


Lithographers and Printers, 


Cor. New Chambers. Telephone 2085 Franklin. 
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If you expect to 
cover Alabama, you must 
advertise in the 


Age-Herald 


BIRMINGHAM, 


Alabama. 


More proprietary medicines are consumed 
ia the Birmingham mining and manufacturing 
district than in any other section of equal popu- 
lation in America. 

Seed planted in the form of an advertise- 
ment germinate quickly and are productive of 
much fruit. 
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Each issue of The 
Ladies’ World goes 
into nearly 


Million | jiK.0: 
Homes |; 


The figures in the cut 
show how the circulation « 
is divided into States. SS 
Those which do not ap- z 
pearinthe collectionare =~] Woe 
States having less than \QRR 2o"Se 






~ &Y¢ 7 = 
5.000 subscribers to =| <eoTh, 

The Ladies’ World. TS OF 
ADVERTISING — 5.5675 
REPUTABLE oxrwnsse 228" 
ACCEPTED.. [ i a 

5. H. Moore & Co., 
Publishers, 


NEW YORK. 
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A LETTER FROM WASHINGTON, DC. C. 
Mr. Wolstan Dixey, 15) Nassau Street, New York: 

Dear Sir — Our new booklet, written and illustrated under your supervision, is away 
ahead of anything we ever have gotten out. We have already had orders for our goods 
from Maine to Mississippi, which shows that the booklet is effective in a business way. 

Yours truly, TO-KALON WINE CO. 
By E. J. McQuadc. 
. I am sometimes asked if . 
I supply all kinds of illustrations for advertising matter, 
and 
Get up colored posters, window hangers, street car cards, etc., 


and if 
I do the printing and lithographing and supply the whole job 
complete. 


YES, CERTAINLY, 
| PRODUCE 
EVERYTHING THAT IS ADVERTISING. 


I have just delivered a hundred thousand booklets, for which I took the 
order in competition with some of the most active firms in the printing busi- 
ness ; which shows that my price was not too high. ‘I supplied everything ; 
the ideas ; the writing ; the cover design, in colors ; original wash drawings ; 
engravings and printing. My customers say it is one of the handsomest jobs 
they ever had. They gave me the preference because they believed that my 
ideas and arguments would tend to create sales. 


Whatever you want in the way of advertising, whether it is writinr, 
illustrating, printing cr lithographing, write to me about it. It will cost you 
nothing to learn what I can do for you. 


WOLSTAN DIXEY, 
150 NASSAU STREET, NEW YORK. 


If you want advice and suggestion only and prefer not to ask a favor, inclose two 
dollars with some of the printed matter you have been using (or one dollar if you have a 
small retail businsss) and give me any information you can about your business ; and I will 
tell you what is needed to make your advertising better. 


My lithographic work is done by Gibbs & Williams, whom 
I consider the best and brightest men in the business. 
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THE LARGEST AND BEST 
FIVE-CENT MAGAZINE 


Each number is worth 
double the cost price— 
128 pages for only 5c. 


Che Half hour 


Complete Stories, Poems, Serial 
Stories, Editorial Comments, Cor- 
respondents’ Department, Music 
and fine Illustrations. 

No cheap magazine gives adver- 
tisers as large return. 
Make your contracts now and 
secure the benefits of the exceed- 
ingly low rates. 
Advertising agents will quote you 
prices, or address us. 
Copies of the “HALF HOUR” 
on all news-stands. 


SS) FN IS) 5) 5) 5) FS) A) SG) AG) BG) IG) SB) OS) AD) 


) 


Send for Sample Copy. 


George Munro’s Sons, 
17 to 21 Vandewater St.. New York. 





5) 5) BB) BAB) HS) 
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People who Read 


A Musical paper must either belong to the wealthy and 





well-to-do classes or must make of music a profession. 
Such are the people who read 


Che 





Musical Courier 


19th Year. 


19 Union Square, New York. 


All News-Stands. 10 cents. Every Wednesday. 





Tue Musica Courier is read by a tremendous army of 
people, amateurs, students, teachers, subscribers to 
concerts and operas, and the general public interested 
in the great musical question. 

To advertise in it is equivalent to an appeal to 
these various elements of cultured society, a society 
class that spends money for the best kinds of products. 

Rates are high. So are all things worth more 
than less. 

It will not pay to advertise anything known as 
cheap in 


Che Musical Courier, 


19th Year. 
19 Union Square, New York. 
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The Printers Benefactor 


Office of ‘‘ THE MIssIssipP! CouNty DEMOCRAT.” 
OscEoLa, Ark , September 24, 1898. 


Printers Ink Jenson New York: 


DEAR SiR—I can not refrain from adding that in my judg- 
ment you have been the greatest benefactor the country job 
printer has ever had. I started in with a stock of inks from 
Ault & Wiborg, for which I paid the limit 2 cash of course, as 
1 was a stranger. 

Two years ago I began to buy inks from you, having had to 
throw away most of the A. & W. stock. This note-head is 
prirted from the scraping of a box bought in November, ’96, and 
left to accumulate dirt. A little coal oi] added was all I did 
for it. 

I use my 100 Ib. bbl. of news ink for all kinds of jobs and 
it gives perfect satisfaction. Good luck to you. 


L. A. PALMER. 


The above testimonial is only one of many which have been 
sent to me voluntarily, and it proves conclusively that if the job 
printers of the country would educate themselves to send cash 
with their orders, they would save considerable money in a year 
and receive much better goods thanif bought on credit. Four to 
six months is a long time to wait for your money, and it is 
hardly fair for the printer to expect the same goods as if he 
paid cash for them. The expense of invoices, statements, 
bookkeepers and correspondents must be borne by some one, 
and that some one is the printer who thinks he is making money 
by buying on long credits. 

Send for my price list and compare the prices with what you 
pay to my competitors, and if you do not save from fifty to 
seventy-five per cent don’t buy from me. Address 


PRINTERS INK JONSON, 


8 Spruce Street, New York. 
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Cutelix 


is not a soap; it contains none 
of the powerful chemicals neces- 
sary to convert grease into soap, 
but it does contain all the ele- 
ments necessary to thoroughly 
cleanse the skin both on the sur- 
face and in the pores. In ad- 
dition to its cleansing powers it 


is healing, soothing and stimulat+ 


ing, making it an ideal toilet 


accessory. 


CUTELIX CO@., 
253 Broadway, New York. 
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What the “L” 


Road in Brooklyn doesn’t offer 
advertisers in the shape of bold 
display and perfect service isn't 
worth having. It is the ideal 
place to tell the buying public 
about your goods. 


A short trial will convince you, 
A long test will enthuse you, 


Try it—ye advertisers who are sick 
and weary of other mediums and 
want big returns for very little 
money ! 

What we know about it is yours for 
the asking. 


GEO. KISSAM & C@., 
253 BROADWAY, N. Y. 
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cards or circulars, and any other sugzestions 





READY-MADE ADVERTISEMENTS.  : 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 


for bettering this department. 





Here is an ad printed on the back of 
a little envelope used to hold collar 
buttons when purchesed by a customer. 
The idea might be carried out profit- 
ably in a great many directions. 


| THAT FIVE:PLY SEAM 


in the Double Triangle Col- 





lars makes them the best 
12%c. collars on earth, They 
are heavy in the edges and 
pliable in body. In short, 
they are big, strong, heavy- 
looking collars that sell at 
the same price as the skimpy 


kind. They will outwear 


any collar made. You get 
them at 
RISHEILL’S, 


333 South Sixth St. | 











The advertising man cf a large Chi- 
cago house asks me to express myself 
regarding a circular which he incloses. 
Here are two paragraphs from the 
circular : 


eve you heard 
the story * * »* 


of a man that got a feather 
in his throat and was “* tickled 
to death?” Here's a case about 
a man who learned how cheap 
we sell Gents’ Furnishings, 
and was similarly afflicted. This 
case was not fatal, we are glad 
to say. 





Can you hear 
the hark * * * 


of a tree? Well, then, 
neither can you find a store that 
will seli you as Good Shoes for 
as Little Money as we do. 





These strike me as quite harmless, 
and will perhaps serve as well as any- 
thing else to call attention to the prices 
which follow, which are really the 
meat of the circular. There is no 
great harm in being a trifle silly oc- 


eooee 


casionally, but try not to be positively 
idiotic, and if you can put attractive 
prices fol'owing questions of this sort, 
the combination may sell the goods. 
* % 
x 


The ad which I credited to Mr. 
Powers in this department two weeks 
ago was written by Mr. Henry P. Will- 
iams, of Chicago, who deserves the 
credit of doing considerable excellent 
work in advertising. 

* % 
* 

Here isa Dad ad. Yet it is so use- 
|ful as a horrible example that I give it 
| here contrary to iny general principle 
| against showing what zo/ to do, 


Good Shoe 
Blacking 


MASON gave his whole 
time and energy to the in- 
vention of good blacking 
and now his name shines like 
a pair of boots to which it 
has os applied. 

YOU CAN SHINE in 
some business house if you 
apply your talents by edu- 
cating yourself at the Busi- 
ness Institute. Send for a 
catalogue of the 


BUSINESS INSTITUTE 
*Phone 739. 














Here is a business institute appeal- 
ing to young men who presumably 
wants to get as far as possible away 
from shoe blacking or anything that 
suggests it. There could hardly be a 
worse subject fora head-line. ‘The en- 
tire simile here applied is the worst 
possible sort of a misfit. It seems to 
have been all lugged in simply for the 
sake of making a lame pun on the 
word ‘‘shine.” 

An advertiser ought to at least half 
understand the people he is talking to. 
He ought to know something about 
their feelings and sentiments and not 
approach them in a tone utterly foreign 
to their feelings. 





* If this ad told about Edison, or 


: 
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Watts, the inventor of the steam! 
engine, or Morse, or any other great 
inventor or business man, it would 
hold out some attraction to an ambi 

tious young man; but apparently that 
word ‘‘shine’”’ got into the man’s 
head who wrote the ad, and _ this 
wretched attempt at a wretched pun 
obliged him to twist around all the 
good sense and reason which might 
have been put into the ad. 

Never let the idea of an ad begin 
with apun, Let the idea begin with 
the business and the people who are 
interested in it. Size these people in 
your mind ; pick out exe of them, and | 
talk business to him or her. Then if 
a neat pun or witticism comes elbow- 
ing in somewhere between the lines, it 
may not do any harm; but nine times 
in. ten it throws the argument off the 
track or at least makes it bump unnat- 
urally. A safe rule is to keep puns 
out of advertising: wherever a pun 
shows its head hit it. 


lor a line Grocery. 


It’s a Mistake 


to say you can’t afford 

to buy your table supplies 

at Shafer’s. It’s true, our 

goods are the very finest 

and freshest that money, 

skill and experience will 

r procure, but our prices 
| 





nevertheless are in many 

instances lower than you 

are obliged to pay else- 
where for inferior goods. 

Shafer’s The busiest corner on 

Detroit's busiest street 


erressitcsns 








For a Druggist. 


The Man That 
Licked 
Fitzsimmons 


this summer was Mr. Green 
Apple. He is still getting 
in his fine work with lovers 
of fruit in this town. When 
you are troubled with inter- 
nal_ disturbances, cholera 
morbus, diarrhoea, dysentery 
or cold in the bowels, there 
is nothing like Blackberry 
Balsam for instant relief and 
permanent cure. 














toreoe 








IT 1S TIME 


To think of getting in 
coal for the winter. You'll 
save money by buying now 
—coal is cheaper, cleaner— 
more satisfactory in every 
way. We are ready to fill 
your orders at any time. We 
do it so quietly that you’d 
never know it had happened 
but for the coal you'll have 
in your cellar. No trouble, 
no annoyance. Come and 
order what you wish, 


MILLSPAUGH & GREEN, 


Savings Bank Bldg. 








Ain Advertising Doctor. 
be ttt tt 
+ I WILL CONTINUE TO 


Refund 
{Railroad Fare : 


to all my patients for 
the balance of the week 
and will be pleased to 
see new as well as my 
old patients at any 


a a 


+4 


tbe 


t 


Heth 
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+ time at my offices. 4 
se DR. W. A. MANN, 4 
TT Minneapolis, - + Minnesota. T 
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For a Pinmber. 


"dat haha De hahahahahaha tte bade ba ie dadndnbade initiated, | 


The Health 


OF 


Your Family 


may be endangered by 
sllowing the plumbing in 
your residence to get out 
of repair, letting the dead- 
3 ly sewer gases hold full 
sway about the house, 
spreading disease and 
wretcheaness. 

All this can be easily 
prevented by kaving a 
first-class plumber inspect 
your bath rooms, water 
closets, etc., every once in 
awhile. I will gladly fur- 
nish estimates on plumb- 
ing work, 


JOHN BURKART. 
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QOOOODOOCOOOTO000S 


Shirts 
for Dressers 


The new fancy shirt designs 
for fashionably dressed men 
are handsomest specimens 
we have ever shown—the 
newest designs are stripes— 
prominent stripes — across 
the bosom and up and down, 
a matter of choice to the 
wearer. We have put on 
sale to-day 50 dozen just in 
and have marked them at 


OOOOCOOCOCOOO00000 


OQ Newest The usuai 
Oo Fall $] 00 $1.sograce 
8 Patterns, ° elsewhere. 
OQ BROWNING, KING & CO., 
5 Madison and Wabash. 


OOODOCOODDOOO0000R! 


for Any Business. 


8 
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Are the ones who sit down 
and consider things carefully 
—they put this and that to- 
gether and draw conclusions. 
They save the nickels and 
dimes, and by and by they 
have the dollars. 

Many a man’s success be- 
gins at this store, where he 
or his wife saves good money 
on all sorts of purchases. 
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Ought to Hit the Boys. 





oo a 


Boys, 


We are covering school 
books free—take advantage 
of to-morrow’s holiday and 
bring them in—you don’t 
have to make a purchase. 

Another word about those 

ure worsted fall and winter 

lue wide wale double- 
breasted Knee Pant Suits 
for boys 4 to 16 years, that 
we are selling for $5. 


WILDE, WEST, JR., & CO. 
131 Wabash Ave. 
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Just in Time. 
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We Sell =: 
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2Ci Mills: 
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¢Cider Mills: 
be that squeeze all the juice = 
= from the apple instead of leaving & 
<B u good part of it in the pulp. ts 
a e sell good, stout, sweet- = 
= smelling kegs to hold thecider— & 
@ 5, 10, 15 or 20-gallon kegs. = 
a lf you want to extract the juice & 
= from fruits, here are some splen- 
=e did Fruit Pressers to help you— 
#@ Fruit Pickers, too. _ 
3S And here’s money back if you = 
3 want it, 3 
4 ~ 
= THE DANBURY HARDWARE C0. = 
= 242 Main St. F : 
<“% sasur” 
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Touches Wage earners. 


4 





Saturday 
We Pass Out Hats 


At a Great Rate 


50 dozen Men's New Fall 
Hats—in Derby style, black or 
brown—in Alpine style, black, 
brown af st i shapes — 
with silk bands and binding—the 
like of which you can’t possibly 
get elsewhere for less ¢I 1) 
to $2.50—come and buy 
them as cheap as we 


bought them — Satur- 1; 
§ day'for ss for . 


Good for Any Good Shoe. 
re LAN 2LN ALAA 


“Ask 
‘Your Feet | 


If your feet could tell [ 
N what kind of a shoe they want 
u they would beg for the ** WALK 
« EASY” SHOES. Every pain? 
U from a corn or a bunion is but ll 
u the foot’s cry for mercy. Why 
W not listen? Why crowd your 
U feet into ill-fitting and hurtful 
UU shoes when you can now secure 
U the famous ‘“*WA'™K EASY” 
& HYGIENIC SHOES, which are 
U the embodiment of ease, comfort " 
U and grace ? 


JOHN SMITH, 
38 Main St. 
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How You Can Tell Your Own Story in Your Own Words. 


Your statement or claim can be inserted in the next issue of 
the American Newspaper Directory for 50 cents per line, or in 
the four quarterly issues that appear in a year for $2 a line, 
actual count. 

No announcement accepted for less than $1. 

For acheck withthe order 5 per cent may be deducted in 
consideration of the advance payment, but for orders amounting 
to less than $10, payment in advance is required because the 
amount is not sufficient to warrant opening an account and sub- 
mitting to delays, expenses and losses incident to collection. On 
yearly orders 10 percent may be deducted for advance payment. 

The Directory sets forth, free of charge, the name of a paper, 
its politics or class, the year of establishment, the size, number 
of pages, editor’s and publisher’s name and its average circula- 
tion for a year preceding the date of a report, if a detailed state- 
ment is furnished with additions and division showing how the 
result was arrived at, all dated and signed by a person whose 
authority to make the statement is stated or apparent. Anything 
more, going to show the character and value of a paper, the 
Directory can not be responsible for, but such information pos- 
sesses value to advertisers who consult the book and may be in- 
serted on the publisher’s authority preceded by the word “ Ad- 
vertisement.” 

Displayed advertisements may also be had in position on 
the same page or opposite the one where the description of the 
paper is given, the price of such displayed advertisements being 
$25 for a quarter of a page in each issue of the Directory, or 
$100 for the four issues that appear in a year. More space may 
be had at the same rate, viz., $50 for half a page or $100 fora 
whole page for one issue, or $200 for a half page or $400 for a 
full page in the four issues that appear in a year. 

The American Newspaper Directory is the standard book 
of reference used by advertisers, and the information it contains 
is relied upon in placing advertising contracts that amount to 
millions of dollars every year. 

The Directory, in addition to its ordinary sales from day to 
day, has over fifteen hundred annual subscribers who are meni- 
bers of the American Newspaper Directory Confidential Informa- 
tion Bureau, the details of which are set forth on page following. 

Advertising orders amounting to $10 or more carry with them 
a free copy of the first edition of the book in which the adver- 
tisement appears, the book. being delivered, carriage paid. A 
yearly advertisement amounting to $40, or more, entitles the 
advertiser to receive free, carriage paid, each of the four volumes 
that appear within the year. Address orders to 


AMERICAN NEWSPAPER DIRECTORY, 
No. 10 Spruce St., New York. 
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AMERICAN NEWSPAPER DIRECTORY 
CONFIDENTIAL 
INFORMATION BUREAU. 


CONCERNING THE CHARACTER AND 
CIRCULATION OF NEWSPAPERS. 








THE AMERICAN NEWSPAPER DIRECTORY is issued four times a year. 
Orders are solicited for an annual subscription covering the four issues (which 
appear on the first day of March, June, September and December) and a 
yearly subscription for PRINTERS’ INK, a journal for advertisers, issued 
weekly. The price of an annual subscription is twenty-five dollars ; and the 
subscriber becomes a member of THE AMERICAN NEWSPAPER DIRECTORY 
Confidential Information Bureau, and in consideration of the payment of the 
sum of twenty-five dollars, strictly in advance, is entitled to the privilege of 
applying to the publishers of the Directory, at pleasure, for a confidential 
report concerning the circulation or character of any newspaper credited by 
the AMERICAN NEWSPAPER DIRECTORY with a circulation rating greater 
than 1,000 copies fer issue. Such confidential reports will be supplied to 
subscribers whenever called for. 

In dealing with newspapers and periodicals and paying them large sums 
for advertising it often appears essential to the advertiser to know about the 
stability, character, standing and present circulation of a particular publication 
under consideration. he information conveyed by a newspaper directory is 
necessarily brief and touches only upon well-defined lines. A timely knowledge 
of some important detail of the past, present and the probable future of a 
paper may occasionally prevent an unwarranted expenditure. What seems gold 
on the surface is sometimes only gilding. 


Among the list of subscribers to the 
American Newspaper Directory Confidential 
Information Bureau are the following well= 
known advertisers: 


Royal Baking Powder Co., New York. 

Proctor & Gamble Co., Cincinnati, O. 

Wyckoff, Seamans & Benedict, New York. 

Ripans Chemical Co., New York. 

J. C. Ayer & Co., Lowell, Mass. 

James Pyle & Sons, New York. 

Hall & Ruckel, New York. 

Sterling Remedy Co., Ind. Min. Springs, Ind. 
THE AMERICAN NEWSPAPER Directory Confidential Information 
Bureau, with the more than thirty years’ experience of its founders, and with 
the facilities at their command, is often in a position to tell about a specified 
publication just what an advertiser would very much like to know. 


ADDRESS 
GEO. P. ROWELL & CO., Publishers of 
AMERICAN NEWSPAPER DIRECTORY AND PRINTERS’ INK, 
No. 10 Spruce St., New York, 
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Why a Publisher Should Be Glad to 
Tell His Own Story, in His Own 
Words, to the Users of the 

American Newspaper Directory. 




































Advertising to-day is not done on the basis of doing a favor to the publisher; it is 
looked upon as an investment that is expected to yield a profit. Careful thought and con. 
sideration is given to every paper before the judicious advertiser adds it to his list. 

The standard aid and text-book of the advertiser to-day is the American Newspaper 
Directory. To that book he looks for clues to enable him to decide what points and papers 
he shall seek and which to avoid. 

The catalogue description of the papers in the Directory is of ity restricted to 
points that are susceptible of exact statement, all being given in compact form and with 
strict adherence toaplan. The circulation of a paper is given, but nothing is said about 
the character or how thoroughly the paper covers its field from an advertiser’s standpoint; 
and yet this very information is wanted by the advertiser who uses the Directory, and at 
the very time when he is using the Directory. 

For the publisher who has anything to tell that is worth driving into the advertiser’s 
mind, the small paragraph in the Directory following the catalogue description is the most 
effective entering wedge. 


Publishers’ Announcements. 


blisher’s annou t may have a place in the Directory in the column with and directly 
following the part ea description of the paper, being set in type uniform with the letterpress, but 
preceded by the word advertisement. The charge for suchan announcement is 50 cents a line for 
each issue or $2a linefora year. No t pted for less than$1l. An orderamounting 
to $10 or more in any one iss-~ of the Directory entitles the advertiser to a free copy of the 
Directory (price $5), delivered carriage paid. A free copy of one issue of the Directory will be sent 
in consideration of a yearly adverti ting to $10 or more for the year, provided the 
advertisément is paid for in advance—not otherwise. 


Pictures of Buildings and Portraits. 


Small pictures of newspaper buildings, or portraits of publishers, not exceeding an inch in 
length or breadth, may appear with the catalogue description of a paper if desired. The charge for 
the insertion of these pictures is $10 a year and such an order carries with it aright to one free copy 
of the Directory (price $5), carriage paid, if the amount of the order is paid in advance—not 


otherwise, 
Displayed Advertisements. 


4 quarter-page display advertisement may have a place in letterpress portion of the Directory 
in a position on the same page with or opposite the description of the paper. The price for this 
space and position is $25 for each issue or $100 forthe four issues appearing in a year; and the 
yearly advertiser is entitled to a free copy of each of the four issues of the Directory (price $5 each) 
to be delivered to him carriage paid. Half pages and full pages are charged at the same rate. Half 
pages $50, full pages $100, for each issue. 


: Discounts for Cash. 


Five per cent may be deducted from prices named if copy of advertisement and check in full 
settlement accompany the order. Ten per cent may be deducted if payment in advance is sent for 
an sntire year. 
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5 Orders amounting to less than $10 can not be accepted unless a for in advance, because the 
trouble, delay, expense of bookkeeping, making drafts, d etc., are so 
frequently greater than the small amount of the charge warrants or ‘compenanten, 
Address orders to 


Publishers of the American Newspaper Directory, 
10 Spruce Street, New York. 
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THE LAST DAY! 






Plan of Publication of the December Edition 
of the 































American Newspaper Directory for 1898. 


All changes and corrections intended for the December edition of the 
AMERICAN NEWSPAPFR DIRECTORY for 1898 should be sent to the Directory 
Office not later than October 15. 

Advertisements will be taken till four days before the form for the partic- 
uiar portion is put to press. 

Corrections are not likely to be made after October 15. 


The forms go to press on the following dates, and are closed four days 
earlier : 
Nov. 1. To and including California. 
2. To and including Idaho 
3. Toand including Illinois. 
4. ‘To and including Iowa. 
5. Toand including Kentucky. 
7. To and including Massachusetts. 
8. To and including Minnesota. 
g. To and including Nebraska. 
1o. Toand including New York State. 
11. Toand including Ohio. 
12. To and including Pennsylvania. 
14. To and including Tennessee. 
15. To and including Washington. 
16. To and including Ontario. 
17. Part II. (over 1,000 circulation).’ To and including Indiana. 
18. Part II. To and including Ohio. 
19. Remainder of Part II., all of Part III. (Sunday Newspapers) and 
Part IV. (Class Publications), Religion, Keligious Societies, Education, 
Household, Matrimonial, Music and Drama, Sporting, Temperance and 
Prohibition, Woman Suffrage, Dentistry, History and Biography, Law. 
Nov. 21. Part IV. (concluded), Medicine and Surgery Numismatics, Phi- 
lately and Antiques, Scientific Publications, Sanitation and Hygiene, 7 
Army and Navy, G. A. R. and Kindred Societies, Labor, Fraternal Or- 
ganizations and Miscellaneous Societies, Agriculture, Live Stock and 
Kindred Industries ; all other classes of Arts and Industries and Foreign 
Languages. 
22. All sheets delivered at the bindery. 
Dec. 1. A copy of the Directory shipped to each subscriber. 
Advertisements to go in tie back of the book can be taken as late as 
November 17. 
Address al] communications to : 


Epitor AMERICAN NEWSPAPER DIRECTORY 
No. 10 SPRUCE STREET, NEW YorK. 
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The Last Day 


Publishers who wish to have their most favorable circulation 
ratings appear in actual figures in the December edition of the 
American Newspaper Directory for 1898 should send their de- 
tailed statements of actual issues, duly signed and dated, in 
time so that they may reach the hands of the editor of the 
Directory not later than November rst. 

Statements should say how many copies were printed of 
each and every issue for a full year. The total number of 
copies during the year should be divided by the number of days 
of issue. The resu't will give the average issue. On receipt of 
such a true statement, signed and dated with a pen, by a person 
whose authority to make it is apparent or stated, the rating ac- 
corded the paper in the Directory will be in plain figures, in 
exact accordance with the statement, and for this service there 
is no charge. 

Circulation figures always interest advertisers and a square, 
honest, unequivocal statement of actual facts in the American 
Newspaper Directory meets with much consideration. With 
many advertisers it is the rule not to do business with papers 
whose circulations are not stated in actual figures in the Ameri- 
can Newspaper Directory. 








Papers that have gained in circulation during the late war 
have the privilege of stating facts and figures in an advertise- 
ment in the catalogue portion of the Directory, to be pubiished 
in a position immediately following the description of the paper. 
The cost of such announcement is 50 cents a line for each issue 
of the Directory, or $2 per line per year. Display advertise- 
ments are also accepted at the rate of $100 per page for each 
issue of the Directory or $400 for a year ; quarter and half pages 
pro rata. See terms on previous page. 

Blank forms for circulation statements will be sent to any 
publisher who asks for them. Such a statement from every 
paper in America having more than 1,000 circulation is very 
much desired. Address 


THE AMERICAN NEWSPAPER DIRECTORY, 
10 Spruce St., New York. 
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criticism. There is no charge for it. 





‘By Charles Austin ‘Bates. 


Readers of PRINTERS’ INK may send to this department advertisements, booklets, cata- 
logues or 7 tor advertising. As many as poae' 
PRINTERS’ INK “ pays the freight.’ 
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Business managers or newspapers 
and trade journals are coming more 
and more to realize the importance of 
helping their patrons to take interest 
in their advertising space. 

This often amounts to the solicitor 
writing his customers’ ads. 

Here is a letter from the business 
manager of the New York Produce 
Review and Creamery. 

He says : 

New York Propuce REVIE w 
AND AMERICAN CREAMERY. 

New York, Aug. 10, 1808. 
Mr. Charles Austin Bates, Department of 
Criticism, PRINTERS’ INK, 10 Spruce st.: 

Dear Sitr—I have been considerably in- 
terested in reading your criticisms of adver- 
tisements in PrINTERs’ INK, and as I am often 
asked to draw up ads for ‘advertisers in our 
publication I have found your criticisms and 
suggestions of much value. I hand you here- 
with four ads, which I have drawn up and 
would be pleased, if space permits, to have 
= criticise or commend them through the 

ittle Schoolmaster. Yours truly, 

. T, ARTMAN, Business Manager. 

One of these page ads was written 
for the Paterson Parchment Paper 
Company, of which I reproduce the 
wording : 


Are You Using 
Imitation or Genuine 
Parchment Paper ? 


If you 
do not know wet some of the paper, and 
if it does not hold together it is imitation. 
The use of imitation parchment paper is 
worse than folly. Buyers of butter will 
not have it. We have for thirteen years 
studied and experimented in the manufact- 
ure of parchment paper until we now have 

ust what is wanted by all buyers of fancy 

utter. No better evidence of its — 

qualities is necessary than the fact that al 

. up-to-date creamery men in this country 

are now using it. Write for samples and 
prices, 

PATERSON PARCHMENT PAPER CO., 

Passaic, New JERSEY. 








This is a very good ad, for the 
reason that it gives definite informa- 
tion of imitation of parchment, which 
is interesting whether the reader al- 
ready knew it or not. 

The trouble with most ads is that 
they are so sparing of information. 
They seem afraid of telling something 
which will be useful and interesting to 


An ad that contains real information 
will always be interesting. 

Trade journal ads especially are 
weak in this way; they seem to take 
it for granted that the readers know all 
about their goods. 

As a matter of fact, there is nothing 
under the sun that is advertised, or 
that can be adverfised, about which 
there is, or not, some new and inter- 
esting facts which have not yet been 
published. 

The a fasentieie 
clipped from a marked copy of an Eng- 
lish paper. I judge therefore that 
the sender thinks that it is a good ad: 


“The Engine Went Over Him.” 


The following story was told to one of our 
travelers a few days ago by an old customer : 

“You know my brother. Well, a little while 
back he was working on a big job at ,and 
one day, while standing on the ‘ route,’ an en- 
gine came up behind him unawares, knocked 
him down, and ran over him. Some mates 
lifted him up, and carried him to one of the 
huts. When the doctor came, he found that 
ove leg had been taken off at the knee. The 
leg was still in the trousers, which, strange to 
say, were not hurt in the least. They were a 
pair of your Cord ‘ Forkstrong’ Trousers.”’ 

These Trousers were made specially strong 
at the knees, and this story shows in a wonder- 
ful way how strong they really are. 

Prices to measure, 8s. 6d. and ros. 6d., car- 
riage free. FREE PATTERNS of over 40 dif- 
ferent kinds of Cord and Mole, together with 
easy measure-forms, sent to any one for the 
asking. 

Send us a post-card. 

When once we get your measures we keep 
them, and can refer to them at any time. 

KEYS’, 
“ HARDWEAR 


It gives one a ‘a distinctly “unpleasant 
sensation. 

I think if I were wearing a pair of 
these “ Forkstrong ” trousers I would 
be continually shaking my legs to find 
out if they were really there. I should 
be reminded all the time of the man 
who had his leg cut off. 

Now, when an engine cuts off one 
of my legs, I think the Jeast it can do 
is to cut off the trousers leg with it. 
If it didn’t it would always make me 
mad to think that the engine took off 
the leg that I couldn’t replace, and left 
the trousers leg that wasn’t worth. 


Is 








” TatLors, RUGELEY. 
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This advertisement may demon- 
strate that the “ Forkstrong” trousers 
are very strong at the knees; but it 
demonstrates it in a very unpleasant 
way, and I can’t see how, by any pos- 
sibility, this can be looked upon as a 
good ad. * * 

W. M. Woodward, of Franklin, 
N. H., sends me the following adver- 
tisement: 


~ Practical Drug Experience 


is what is needed to conduct a safe drug busi- 
ness. Constant handling of drugs makes one 
familiar with their properties. A thorough un- 
derstanding of drugs makes a reliable druggist. 
Any other kind ought not to get your trade. 
Your drug store purchase demands skilled at- 
tention—it is obtainable at our stores. A re- 
liable person equipped with several years of 
practical experience is in charge of the drugs at 
eich store. Your wants get his personal at- 
ten‘ion. 

A FEW FACTS ABOUT OUR STORES. 


The store in Bean’s Block, at the Falls, is in 
cyarge of W. M. Woodward, a druggist of 17 
years’ practical experience. 

The store in Sturtevant’s Block, in Ward 
One, is in charge of Ira S. Jackmann, a drug- 

ist of 7 years’ practical experience, who has 
en with W. M. Woodward in Ward One for 
five years. 

The store in Lindsay’s Block, at Lebanon, is 
in charge of E: S. Woodward, a druggist of 10 
years’ practical experience. 

The druggists named will give their personal 
attention to the store met met tah oh 4 Now, 
by personal attention we do not mean that they 
will look in the store once or twice a day to 
“see how the boy is getting along,’”’ but we 
mean that they will be in the store 1o or 12 
hours every day except Sundays and holidays. 
We wang your trade and are willing to work 
hard for it. 

No druggist can give you better service than 
we do. 

No druggist can give you better drugs than 
we do. 

No druggist will sell you drugs at a lower 
price than we do. 

WOODWARD BROS., Druaaists, 
FRANKLIN, FRANKLIN FALLS AND LEBANON, 
is. ks 





tarP. S._Never mind what druggist’s name is on 
your prescription, bring it to us te be filled. 


I believe that no one can read this 
ad without getting the impression that 
Woodward Brothers know their busi- 
ness, that they run a good store, and 
that they treat their customers fairly. 

The advertisement is a plain, conser- 
vative statement of facts which must 
at once appeal to the reason of the 
reader. There are no flourishes about 
it, and there is no apparent effort to 
produce a striking ad. 

The ad sounds just as if the man 
who wrote it had made up his mind 
that people ought to know the truth 
about his business. He states the 
facts and quits. 

There is a great deal in knowing 





when to stop. It is sometimes diffi- 
cult to decide just how to begin an ad. 
We hear a good deal of talk about 
that, but it is just about as important 
to know how to finish an ad. We 
don’t hear anything about that diffi- 
culty. 

It is clearly apparent in the ads of 
some men that they don’t know how 
to come to a period. They are in the 
same position as the man at the end 
of an interview who doesn’t know 
how to break away. It makes an ad 
sound a good deal like a conversation 
which you will all recognize : 

“ Well, good by !” 

“Good by; come up again.” 

“ Yes, you come up.” 

“ Well, good by.” 

“Good by.” 

And so finally the visitor does break 
away after standing around at the 
door and letting a draught into the 
house for ten minutes. And when she 
goes, the woman she is calling on 
raises her hands, and thanks Provi- 
dence that she has finally departed, and 
she hopes in her heart that she will 
never come again. 

Woodward Brothers have a better 
way of asking their customers to call 
again. I judge that their clerks say 
nothing at all about it, but in every 
package that goes out of the house is 
a card bearing on both sides this in- 
scription : 


We Invite You to Call Again. 


If this purchase is not satisfactory to you in 
every respect, will you please let us know it. 
WOODWARD BROS., 
DRUGGISTS. 
FRANKLIN, FRANKLIN FALLS AND LEBANON, 
N.H 








** 
* 
Here is a remarkable ad: 


A Little Something 
About Myself. 


Nearly seven years ago I came to Augusta to 
take sole charge of the affairs of this Company. 

I found a magnificent lumber yard and an 
indifferent stock of lumber. I found a splendid 
factory building, three stories high, equipped 
with only a portion of the machinery needed, 
and not much of that modern. _I found a large 
brick warehouse, in partial disuse. I found 
that there were not adequate storage sheds fora 
concern such as this. 

I found more. 

I found the volume of business less than it 
ought to be, the important large necessities not 
looked after, the equally important little de- 
tails practically ignored, system lacking every- 
where, no efficient management, 








I studied the situation. I studied the market 
conditions within Augusta’s territory for prod- 
ucts made from wood, the possibilities of ex- 

anding and growing. I wanted to make the 
hte business a big business. 
I knew it could be done. 

Then I began to do it. 

I began to overhaul the machinery and stock 
and arrange them methodically. -I bought new 
machinery and more of it as time went on. 

I built sheds, and then more sheds, and from 
time to time made additions to the big factory. 
I bought stock largely and carefully—increased 
the volume of products on hand, and constant- 
ly made the grade better and more unifonn. 

Early I inaugurated an entirely new system 
throughout the business to give every reason- 
able facility for manufacturing, storing, ship- 
ping and accounting—always with a view to re- 
ducing the cost and perfecting the service. 

I adopted rules which gave my customers 
every assurance of the fairest kind of treatment, 
and I made an open offer to return their money 
in every instance when they didn’t get every- 
thing just exactly as agreed. 

Trade increased—slowly at first. Then faster 
and still faster as the company became better 
and more favorably known. 

My yearly business, measured in dollars and 
cents, is now nearly twice as large as it was 
when I began. 

It is practically about three times as large in 
volume of products, as prices are very much 
lower than they were seven years ago. 

I have spent $23,000 in improving this plant 
during these seven years. 

I have spent nearly $13,000 for advertising 
during the same period. 

I have made this business what it is. 

Cuas. F. Decen, Manager. 


AUGUSTA LUMBER CO., 
AvucGusta, Ga 





~ It would be an unusual ad published 
anywhere, but when you consider that 
it. was printed in a local paper in a 
small place, where everybody knows 
everybody else, you will realize that 
the man who wrote it and printed it 
must have considerable strength of 
character. 

There is no doubt at all that many 
of the people in Augusta, Ga., and par- 
ticularly the competitors of the Augusta 
Lumber Company, will sneer at the 
egotism of this ad, and they will un- 
doubtedly make a great many uncom- 
plimentary remarks about Mr. Degen. 

Sut the fact remains that the ad is 
good. Not even the ones who disap- 
prove of it can read it without being 
convinced that the Augusta Lumber 
Company is in a prosperous condition, 
that its business has grown, that its 
manager is energetic, business-like and 
honest. They may think that he puts 
his hat on with a shoe-horn, but they 
can’t get away from the conviction 
that he sells good lumber at a fair 
price, and that he is perhaps the most 
enterprising man in his line in that 
neck of the woods. 

The ordinary run of people who are 
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simply interested in buying lumber as 
favorably as possible will read the ad 
with interest and will say to them- 
selves, if not to each other, that Mr. 
Degen certainly is a hustler. 

Andif his advertisement contains an 
unusual number of capital “ I’s ” there 
are no more of them than there ought 
to be. ** 


People are asked to buy a patent 
medicine, and again comes the ques- 
tion “ Why?” 

Why should a woman buy “ Dr. 
Pierce’s Favorite Prescription ” rather 
than “ Lydia Pinkham’s Compound ?” 

She sees both cf them advertised 
and she asks “ why?” 

The one whose advertisements best 
answers this question is the one who 
is going to get that woman’s money. 

* * 
* 
Burra.o, N. Y., Sept. 17, 1898. 
Printers’ Ink, Mew York City: 

GENTLEMEN—We would like to obtain the 
opinion of the Little Schoolmaster on the rela- 
tive merits of regular half-tone and three-color 
printing for booklets. Last year we used a 
booklet in one color, with half-tone cover and il- 
lustration throughout. Owing to the difficulty 
of obtaining satisfactory presswork or even 
good half-tones, we were dissatisfied with that 
book. You will note that on page 12 the illus- 
tration has been changed to a wood engraving, 
but without improvement. This year we took 
up three-color process. The cover design we 
know is a failure, and we are changing it. It 
has been suggested by some that the three-color 
work would be more satisfactory if the cuts 
were made double present size, but others sug- 
gest that if the whole book was printed in 
black it would be better than it is. 

We will be obliged to you for an expression 
of opinion. Sincerely yours, 

‘gE LARKIN Soap Mec. Co., 
D. D. Martin, Secretary. 

I think there can be no question 
that the three-color half-tone process 
for the representation of goods ts much 
better than the regular one-color plates. 

The colors give more life to the 
picture. Perhaps they do not show 
the details quite as clearly as a distinct 
one-color half-tone or woodcut would 
do it, but they come nearer showing 
how the articles will really look. They 
do not give the details so well, but 
they give the general effect much bet- 
ter, and it is the general effect that the 
people see. 

Of course the difference in expense 
is considerable, and it might very eas- 
ily happen that at its price the one- 
color work would be preferable. As 
an abstract proposition, however, the 
three-color work is much better be- 
cause it comes nearer showing the 
goods exactly as they look. 
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ONE EYE WITNESS 
IS BETTER THAN 








TEN HEARSAYS. 





That our papers give results is not 
a matter of hearsay. Hundreds of 
eye witnesses (advertisers) testify 
to the fact that the way to get. 


Results is to advertise in 


MONTHLY 


Boyce’s werxtes 


The monthly has a proved circula- 
tion of over 500,000 copies and the 
weeklies over 600,000; the rate per 
line in each is $1.60, no discounts. 
Come and go as you please. Let 
your results determine the length 


of your contract. 


YOURS FOR RESULTS, 


WD. BOTCE C0, *casezers 
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